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Lamson bolts 
are uniform . . 
in accuracy 
and strength 


Assembly time is held to the 
minimum with Lamson bolts and 
nuts on the job. The right steel 
and proper heat treatment as- 
sures the user of Lamson bolts 
that heads will stay on and that 
threads will not strip. Extra- 
ordinary care and the most 
modern production equipment 
maintain an accuracy known far 
and wide for its uniformity. 

Bolts and nuts of the highest 
quality deserve the best of pack- 
ages—and all bolt and nut prad- 
ucts sold under the Lamson 
label are packed with particular 
care—in tough paper packages 
or strong paper cartons. 

Whether the Lamson bolt you 
buy is for ordinary use or for 
some special purpose, Lamson 
& Sessions’ good name stands 


back of it. 


Buy through your Distributor 


& SESSIONS CO. 


CLEVELAND, OHIO 
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THESE TOOLS ARE SELLING 


BECAUSE 


FOR THE FIRST TIME IN HISTORY 
THE JOBBER CAN SUPPLY THESE TO THE 
DEALER SO THAT THE CONSUMER 
WILL BE ATTRACTED 






































PIPE WRENCHES 


[Wood or Steel Handles] SLIP- JOINT PLIERS 
[Black or Nickel Finish] 











BRACES NAIL HAMMERS 
[Any Finish] [Any Finish] 
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SNIPS ADJUSTABLE ANGLE WRENCHES 
[Household or Pocket Size] [Semi-finish} 


IF MADE BY “PEXTO” MAKERS 
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ASK YOUR JOBBER 


THE PECK, STOW & WILCOX CO., SOUTHINGTON, CONN. 
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Make All Your Cash Registering Operations 
FASTER .. SIMPLER . . SAFER 


Hardware stores especially can profit by the new advantages provided by 
Burroughs Cash Machine. It records each item on a permanent, detailed, | 
locked-in tape . . . identifies cash or charge sales; clerks or departments... i 
validates paid-outs, amounts received on account and so on... accumulates 
grand sales total accessible only to the owner or manager. Its compactness, 

conserving valuable display space... its lower height enabling clerks to i 


serve customers more efficiently . . . its usefulness as a fast, practical 
adding machine . . . its low price . . . all make it a wise, economical 
investment for any hardware store. The coupon mailed direct, or a phone 


call to the nearest Burroughs office, will bring complete information. 


Burroughs | 
Cash Machine 









Burroughs Adding Machine Co. 
6827 Second Boulevard, Detroit, Michigan 


Please send me special folder describing Burroughs Cash Machines for hardware stores. 
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WATER CONVENIENCES 


—— Pabostoorsins AND FARM TROUBLES 






HERE IS A REAL INVESTMENT 























The call of modern water facilities for country homes 
and farms is the call to activity for dealers who serve this 
market. Modern equipment is the key to improved living 
conditions and increased profits. Water at the turn of a 
faucet for household purposes, for irrigation, for stock 
watering, for sprinkling and for other uses saves more 
time and hard labor and offers greater protection for the 
home, stock and crops than other modern improvements. 











Where rural electrification has penetrated—where 
farm power and electric light plants are serving—where 
the gasoline engine is on the job—there is a Myers Self- 
Oiling Power Pump or Water System for the purpose. 
They reach this market in its entirety and dealers who are 
actively engaged in the pump or water system field will 
find the Myers Line complete, nationally advertised and 
thoroughly dependable. 












The important Fall Selling Season is just ahead. Let’s 
have your inquiry by mail or by wire. 












TEE. = MYERS & B BRO.¢o. 
ASHLAND, OHIO. 


Manufacturers for over Rat end GRA Of MYERS HONOR-BILT PUMPS for 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~ BARN, FACTORY end 
GARAGE DOOR HANGERS- STORE LADDERS, Etc. 
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There’s a market for 


PROTECTIVE FENCE 


Your customers are looking for this kind of protection ...a 
fence strong, bright and lasting. Schools, parks, factories and 
institutions are buying it as well as owners of private homes. 
Are you getting your share of this profitable business? You can. 
Send for the new Wickwire Spencer Fence Catalog, price lists 
and discount sheets. ‘You can build up a nice fence business / 
selling Wickwire Spencer Netting, Gates, complete fence with 4 
posts and rails and erected fence set by our experts. : 


WICKWIRE SPENCER STEEL COMPANY 
41 East 42nd Street, New York City 


e3 P Buffalo, Chicago, Worcester, Philadelphia, Tulsa, Cleveland. Pacific 
The New Rigid F rame Single and Coast Headquarters: San Franciseo. Branches and Warehouses: Los 
Double Gates, for pipe and wood posts. Angeles, Portland, Seattle. Export Sales Department: New York City 


WICKWIRE SPENCER 
CHAIN LINK FENCE 








Wickwire Spencer Steel Co., 41 East 42nd St., New York City 
Send me your latest catalog showing how I can get my share of all the fence business. 
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LEADERS vs. LOSERS 


Standing squarely back of the Retail Hardware Merchant today are 
the country’s leading manufacturers and jobbers. 


They are working hand and glove to give him the biggest values 
in history. Each in turn have sacrificed their profits to bring him 
“LEADERS.” 


The Independent Dealer who does not take advantage of these. bar- 
gains becomes a LOSER. Perhaps he admits the merchandise is 
remarkable value but doubts his own better judgment. He is 
AFRAID to buy. ‘ 


What is he doing? He is running up the white flag and admitting 
to the people of his community that THEY HAD BETTER NOT 
BUY ANYTHING FROM HIM UNLESS THEY HAVE TO. “Come 
and get it here if you can’t get along without it, and can’t find it 
anywhere else,” he says. 


That man might as well shut up shop NOW. He has lost confidence 
in his jobber and himself. “Let somebody else push that stuff. 
I’m only buying what I get calls for.” 


Somebody else will, of course! Their “LEADERS” will not only 
attract the everyday buying—they will create MORE. People will 
form the habit of getting things there. The store that “sat tight” 
will be forgotten. 


Soon after you read this you will receive a booklet called “HARD- 
WARE HEADLINERS, FALL 1931.” Its contents are largely the 
result of our close cooperation with leading manufacturers to bring 


you MORE BUSINESS. 


It may not interest the dealer who has decided to let better times 
come back without his help—and very likely without HIM too. 


It will interest you, we think, who realize that WHAT YOU WILL 
BE IN 1932 DEPENDS LARGELY ON WHAT YOU DO NOW! 


THE GEO. WORTHINGTON CO. 


CLEVELAND 1931 


1931 







































































































i Selling Help 


The surprising ease with which “Over-the-Top” Door 
Equipment lifts vertical doors up, out of the way, is 
responsible for selling many installations. New in de- 
sign, without weights, cables or excessive trackage, it 
represents the greatest advancement in the operation 
of garage doors since garages came into existence. 


Car owners today want the convenience of doors open- 
ing overhead. The low cost of “Over-the-Top” Door 
Equipment brings it within the reach of every one. 
It can be installed on standard doors purchased from 
the local lumber dealer or, if desired, on doors now in 


, oa : J use. No need for special doors. : 
Qu ickly In stg | | ed too ; The ease of operation—the simplicity of mechanical P 
parts—and remarkably low selling price of “Over-the- 


Top” Door Equipment opens a vast, profitable market 
right in your community. Write for 





Bre al 


No special cutting or fitting required. Installs easily and 
quickly. Simplicity does away with costly servicing. 





E . more information and generous deal- 
FRANTZ MFG. CO., Dept. H-10, Sterling, 111. foe ale Hartree er discounts. Frantz Mfg. Co., Dept. 
a ee Cy Door Equipment and PRODUCT H-10, Sterling, Illinois. 
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is composite photograph showing adjustment by which door is made to 
close fast to within a few inches of jamb—then slow to a silent latching. 
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Thanks to its “specialized speed control” the new Corbin Door 
Check, Model 131, closes doors first fast, then slow—or first slow, 
then fast—or just slow or fast, whatever way suits the job best. Below 


ew Corbin door 







check works magic with doors 


The new Corbin Door Check, Model 131, offers you 
and your customers something you have never had 
before; the opportunity to have your doors closed 
exactly the way that suits you best. 


If you want your doors closed fast to keep out prying 
eyes, Corbin has taken care of that. The new Model 
131 can be adjusted (simply by turning a buttor) so 
that it will close f-a-s-t to within a few inches of the 
jamb, then smoothly ... slowly... toa silent latching. 


Or, on an outside door, where stiff latch springs or 
strong drafts tend to prevent the door from latching, 


you can close it slowly enough to let people in or out 
without the door banging their heels, but when it is 
only a few inches from the latch you can accelerate its 
speed so that it closes snugly, firmly, every time. 


Or, you can close the door slowly all the way, or fast, 
take your choice. 


The new Model 131 can be used on any door, either 
side. It is approved by the Underwriters Laboratories. 


P. & F. CORBIN "38" New Britain, Conn., U.S.A. 


The American Hardware Corporation, Successor 


New York Chicago Philadelphia 





GOOD BUILDINGS DESERVE GOOD HARDWARE 
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BY THE KEENEST 


BUYING BRAINS IN THE 
COUNTRY 
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that drive easily ... clinch 
smoothly and are 





DEPENDABLE 


It's the little things in life that count . . . the little better material that goes into our Tubular and Split f 
Rivets . . . the little better workmanship. And it’s the little higher price that gives you the quality product, a 
that satishes your customers, and that builds the good will that must underlie -your business if it is to be : 


permanently successful. 
TUBULAR RIVET 
& STUD COMPANY 


Boston = Mass. 
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‘On? 


Right and double right! “BUDDY” is a 
real pal... friend in your need 
for quick profits and steady repeats! 


Order six or more “BUDDYS”, and 
get a FREE counter display that will 
catch the eye and make a sale. In thou- 
sands of alert, up-to-the-minute hard- 
ware stores, “BUDDY?” is a rea/ seller. 
The display helps . . . advertising in 
the Saturday Evening Post helps. But 
what helps most is the quality of the 
lamp itself! Put “BUDDY” on your 
“want” list pronto. 


“Be sure it’s a genuine Delta” 


| What a Pal i is BUDDY!” 





be yy Projects a 500-ft. beam. 
Buddy 9 in beautiful red enamel, 
stands 334 inches high, and uses two stan- 


dard 114, inch cells. 


List, $150, complete, less batteries. 
In Canada, $1.70. 

















DELTA 4-CELL SEARCHLIGHT 
STANDS THE GAFF 


This type of lamp gets rough hand- 
ling .. . and the Searchlight is bui!« 
tur just that! Valuable for Contrac- 
tors, Night Watchmen, Mechanics, 
Wrecking Crews, Sportsmen and all 

















| others. 
: The head swings in any direction, 
« ANY MAKE and throws a powerful beam of light 
i [4 CELL BATTERY ] for hundreds of feet, and gives good 
y spread. Uses Mazda bulb No. 88, 6 
i CS VouTs) volt, 15 candle power. 
ii List Price, $2.00. In Canada, $2.75. 











Plenty Powerful 


The “APOLLO” absolutely excels all 
others of any kind. Stands 714 inches 
high; red enamel, chromium trim- 
mings. It projects a big, powerful 600- 
ft. distance light, and is built for long, 
active service. Operates on one pair of 
common No. 6 
* batteries. Good for 
5 months to a year. 


List price, $2.75, 

complete less bat- 

teries. In Canada, 
$3.25. 
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DELTA ELECTRIC COMPANY 


MARION INDIANA 


1931 














IF You Could Get All the 
IMPORTANT JOBBERS Together — 


and if they were willing and eager to listen to 
your sales talk you’d jump at the chance to 
address them. On October 29th this opportunity, ~ 
in effect, will be presented to you. 


Your story in the 


JOBBERS’ CONVENTION NUMBER, 
ISSUED OCTOBER 29th, 


will be even more etfective than a personal address 
because the Jobbers’ Number is very carefully read 
and afterward kept for reference by every jobber 
and important retailer in the country. 


Make sure you don’t miss this opportunity; it 
comes but once a year! Send in your space reser- 
vations and copy as soon as possible. 


October 20th is the closing date. 


HARDWARE AGE 


239 West 39th Street New York, N. Y. 
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UNION HARDWARE 
ROLLER SKATES 


are always popular sellers 





for 


HOLIDAY and 
BIRTHDAY GIFTS 


No skates sell better or give more lasting enjoy- 
ment for so little money. 


% 


None are made stronger or glide easier. From 
their fine quality, sturdy grain leather straps, to 
their easy rolling, accurately fitted Ball Bearings— 
Union Hardware Roller Skates are unbeatable. 


No. 5 


For Boys 
and Girls 


When you sell these popular skates you can truth- 
fully say: “They are built right and stay so.” 














Parents consider Union Hardware Roller Skates an 
investment that returns their cost over and over 
in the health and happiness they bring to their 
children. They are especially good selling skates 
for both Holiday and Birthday gifts. 


Profitable because they are in steady demand. 









No. 6 
For Girls 





All jobbers handle Union 
Hardware Company Skates; 
write to us for catalog. 


The Extension Feature 
on these Skates makes 
one size skate adjustable 
to fit ALL sizes of Chil- 
dren’s Shoes. 


Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


Established 1854 Incorporated 1864 
New York Office 151 Chambers St. 





No. 130 


For Boys 
and Girls 
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Sell Them 
by the set 


Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in his work, and it 


resolves itself to a question of selling him once or seventeen times. Bring . 


out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 








HIGH 


FINISH 
Makes 


Easier 
Boring 


There is no “break- 
ing in” of a Russell 
Jennings Bit. Be- 
cause of its high 
polish, it will bore 
as smoothly the day 
it is sold as after 
years of use. 


Little BIG Things 
like this make it 
profitable to sell the 
genuine Russell Jen- 
nings line. 
Distributed Thru Wholesalers 


THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 





CORBIN SET SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, Thumb SCREWS 


Special Automatic Screw 
Machine Products 
Stove, Tire, Sink BOLTS 
Machine Screw, ee and Tire Bolt, 
U. S. S., S.A Castellated, 
S. A. Me Pisin NUTS 


Jack, Plumbers”, Register, Safety, 
Furnace, Ladder, Sash CHAINS Y 
Escutcheon Pins 
Speedometers Tachometers 
THE CORBIN SCREW 
CORPORATION 


THE AMERICAN HARDWARE 
CORPORATION, SUCCESSOR 


New Britain, Connecticut 
Warehouses: New York 
Chicago iphia 
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There’s a 
PENNSYLVANIA 


Mower in Every 
Price Class 


For your customers who feel that they must 
consider price, yet can’t afford to gamble with 
reliability, there’s the greatly improved, 1932 
model PENNSYLVANIA “Red Cloud”, Ball 
Bearing (shown above). The 15” household 
size is priced to retail at $12.00 (in Philadel- 
phia). Larger sizes at slight increased prices. 
And there are other PENNSYLVANIA machines 
to retail as low as $8.00-in Philadelphia. 


For the thrifty buyer who is looking for BIG 
VALUE at moderate cost, you have the new, un- 
breakable Wm. Penn, Ball Bearing (shown be- 
low). It is made throughout of malleable iron 
(commonly called “all-steel”) and is priced to 
retail at $16.50 (in Philadelphia) in the 17” 
size. One size only. 


And, for the knowing customer, who. has dis- 
covered that the best mower is always cheap- 
est in the long run, there is always the famous 


PENNSYLVANIA Junior. 
Ask your jobber for complete prices NOW. 


Pennsylvania Lawn Mower Works 
Primos, Delaware County, Pa. 
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Every lighting device, no matter how great 
its illuminating power, must stand the test of 
dependability. In this foremost essential 
Dietz Lanterns maintain first rank useful- 
ness where portable, inexpensive lights are 
required. 


It will pay you to feature “Lantern Time,” 
during these shortening Fall days, by a win- 
dow showing of popular Dietz Lanterns. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World — 

Founded 1840. Output Distributed Through 

the Jobbing Trade Only. We Do Not Sell 
Mail Order Houses and Chain Stores. 
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Pin Jumbler 
&xtruded Brass 


PADLOCKS 


A New Fence that 


Poultry Raisers have wanted— 
asked for—written for—for years. 


DISPLAY THEM! 


= your buying public see a few 
Eagle Extruded Brass Pin Tumbler 
Padlocks as they gaze into your show 
windows. This takes little space. 


Exterior evidence of strength and secur- 
ity in these padlocks is backed by inside 
lock work that you can guarantee to the 
limit. 


The Eagle Quality Line 


Night Latches Store Door Sets 
Trunk Locks Padlocks 
Front Door Sets Wood Screws 
Cabinet Locks Stove Bolts 


EAGLE © Ca 
tid te ~ New York 


Bronch Offices: i 
521 Commerce St., \(77-9NFrankin® 114 Be 
Philodelphio, Pa. Chicogoe, Hil. Boston,M 
Works ot Terryville, Conn. 











Here it is at last! 


Every possible poultry need is now met with CHIC- 
MESH poultry fence. Bottom meshes of CHIC- 
MESH are only one inch deep and two inches wide 
—turns back the smallest chick. Largest top mesh 
only two inches wide and four inches deep. Even 
the smallest “banty” can’t fly up and get through 
this spacing. Non-climbable. 

Full 18 gauge line and stay wires—heavier than 
netting. Stretches like fence. Put up more easily— 
easily taken down. Costs less than netting. 

CHIC-MESH is made of patented ‘‘Galvannealed” 
wire, which means a much heavier zinc coating than 
ordinary galvanized wire. Not only that, the high 
copper content in the steel makes it resist rust at 
least twice as long as steel without copper in it. 
CHIC-MESH will still be in good condition and 
give years of extra service when ordinary galvanized 
netting must be replaced. 


KEYSTONE 


Chic-Mesh 


(“Galvannealed’’—Copper Bearing) 


Made in 36", 48”, 60” and 72” heights—150 ft. rolls. Ask 
your jobber about this new CHIC-MESH Poultry Fence, 
or write us for details and attractive re-sale prices. 


KEYSTONE STEEL & WIRE CO. 


PEORIA ILLINOIS 


Makers of CHIC-MESH—also the famous “Red Brand” hog, field and 
poultry fences; nails, barbed wire, posts, gates and other wire products 
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SOLIDLY ENTRENCHED 
INTHE MARKET FOR FILES 


* 


F a vote could be taken among 
all file users, you would find that 
the overwhelming preference would 


be for Nicholson and Black Dia- 
mond Files. 


At least you would find this so if 
the file users vote the way they 
have bought year after year. 


No tools are better, more solidly 


entrenched in the tool market than 
Nicholson and Black Diamond Files. 


| At Your Jobber’s 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 


A FILE FOR EVERY PURPOSE 





soy 2 
Osa al 
Providence Factory Philadelphia Factory 
Nicholson File Co. G. & H. Barnett Co. 
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ILCO ANNOUNCES... 





The New Universal Door Check 


INTRODUCING THE POSITIVELY NON-POROUS PACKING NUT 


N important announcement! 
Perfected and released, only 
after the most rigid tests, the new 
Ilco Universal Door Check repre- 
sents perfection in door checking 
devices. In point of strength, effi- 
cient operation and long wear it 
challenges comparison. It embod- 
ies seven important features, of 
which the non-porous packing nut 
is the most vital. 


1. The patented combination pack- 
ing nut in the new Ilco Universal Door 
Check is made of wrought steel. It is 
positively non-porous, ending all leak- 
age of liquid through the metal into the 
upper spring chamber, and eliminates, 
once and for all, the possibility of failure 
of operation at this point. It is fitted 
with a channel and drain holes through 
which any liquid drawn on to the crank 
shaft may fall back into the liquid cham- 
ber. 


2. Thespecially designed connecting 
rod consists of a forged steel block, 
to which is welded a strip of high tensile 
strength cold rolled steel. is con- 
struction amply provides for the severe 
Strain on the piston rod. 


3. Fitted with a double regulating 
screw, the action of the new Ilco Uni- 


18 


versal Door Check, is almost human. 
The lower screw controls the closing 
of the door up to approximately six 
inches from the closed position; the 
upper screw controls the door for the 
remaining motion. 


4. The new Universal is fitted with a 
solid one piece forged steel crank shaft 
with three point bearing. 


5. All parts, including case, spring, 
crankshaft, connecting rod, piston, etc., 
are designed extra large and have in 
effect a safety factor of nearly one num- 
ber oversize. 


6. Its new and unusually fine dark 
bronze finish lends itself to any surround- 
ings and may be varied to suit special 
requirements as desired. 


7. The Ilco Universal can be mount- 
ed on either right or left hand doors 
without making any change in the as- 
sembly. 


Under any atmospheric or weather 
conditions, the Ilco Universal will give 
consistent and efficient service. Com- 
plete instructions and a mounting tem- 
plate for quick assembly are packed with 
each door check. f 

Here is a product that is quickly sale- 
able—witness these powerful selling 
points above. It is highly profitable, 
carrying the usual wide Ilco margin. 
Order today your first shipment of the 
new Ilco Universal Door Checks, and 
stock up for the fall and winter season. 


The new steel packing nut and forged and welded 
connecting rod are also featured in the ILCO Blount 
type Door Check as well as the ILCO Universal. 


ES 
INDEPENDENT LOCK COMPANY 


FITCHBURG, MASS. 


New York 
Detroit 


Philadelphia 
Chicago 


Pittsburgh 
Kansas City 


Cleveland 
San Francisco 


Atlanta 
Los Angeles 


Baltimore 
Denver 
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a great, new 


electric food-mixer in a 
sensational introductory offer 


In advance of our tremendous advertising campaign we want 
25,000 dealers to display this marvelous new Dormeyer Mixer 
—to share at once in sales that are advancing by leaps and 
bounds. Here is a genuine portable Dormeyer combination 
of Food Mixer, Juice Extractor and Drink Mixer, complete 
with ball-bearing revolving turn-table, at a price way below 
competition. Put this new Royal Dormeyer Mixer on your 
counter with beautiful display stand and it will move faster 
than any electric appliance you have. 






— ’ Py 
= Fe 


Ly 


During October 
Only 

Here is our proposition: 
List price of the 

New Dormeyer. $18.75 
Special introductory 

Price to you (with 

attractive display 

| eee ene es 10.00 
Your profit... $ 8.75 
This offer represents the 
greatest value on the mar- 
ket today. Mail your order 
at once. Use the coupon. 
Positively only One Mixer 
to a dealer at this price. 







































Instantly convert- 
© ible to fruit juice 
extractor. 


iy 











\ “ 
Adjustable fingers \ 
on ball-bearing 
turntable hold 
practically any size 
bowl. Mixer in- 
stantly detach- ¢ 
able from stand— \ 
can be used any- —— 
where in kitchen. 


Dormeyer 


A. F. DORMEYER MFG. CO. nie 
2620 Greenview Avenue, Chicago, Illinois, U. S. A. 


} es CJ ship open account on 10 days net basis. I will pay 
transportation charges. 


C] Ship C.O.D. CJ M. O. or check enclosed. You will prepay transpor- 
tation charges. 


MN is tictasccvtenasAckveseoncudiee cco : 
Address 
a ern ae A MRO A eer RT ANE ‘ State... 


Note: Special introductory price effective Oct. only. Your next order for 
Dormeyer Mixers should be placed with your jobber. 
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DON’T 
GET OFF 
THE 
TRACK 


Qome salesmen think the 
hardest part of making a sale is 
the closing. 


If you are selling the right 
way—keeping on the track—the 
closing is the easiest thing you 


do. 


After all, who is it closes the 
Is it the salesman? If 
“Ven” 


wrong. The customer closes the 


sale? 
you answer you are 


sale. 


And if you have followed the 
logical track up to this point— 
the customer looks at Atkins 
“Silver Steel” Saws—sees how 
much better made they are— 
wants the real value of quality 
in service—he will buy. 


7 Di iain PR 





But if you get off the track— 
well, the sale is wrecked. 


Study your customer. 
when the buying point is 
reached. Attend to the other 
steps, and you'll find closing the 
sale is the easiest part of selling. 


But never—never—lose inter- 
est when the sale is closed. 
That’s just when the next sale 


starts. 


(Signed) 


Learn 





WHY THEY DO NOT BUY 


WW, Y does a customer often leave the store without making a purchase? 
In his next week’s message Sam Sayles analyzes the causes of lost sales. He 
gives five reasons why a customer does not buy, and shows how good salesman- 
ship will remove four of them. Don’t forget to send us your name and address 
to receive the complete series of talks FREE. 





AWE AMS | 
(OSs A 


Tix unprecedented popular- 
ity and success of Atkins first Saw 
Book for Home Craftsmen paves 
the way for a NEW book devoted 
exclusively to the enthusiastic 


home workshop market. 


Men and boys everywhere have 
become interested in the home 
workshop idea. For them Atkins 
1932 Edition of “HOW TO DO 
IT” book meets the present de- 
mand of amateur carpenters for 
more advanced home shop in- 


structions. 


The “HOW TO DO IT” book is a 
gold mine of valuable sales in- 
formation, for every master hard- 


ware merchant. 


Read it. 
Tell your customers about it, and 


Send for one today. 


get them interested in starting a 
home shop. Profits follow. 
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A Challenge to Salesmen! 


me that never in all his experience had it 

been as easy to say “No” to the salesmen 
who call upon him, as it is at the present time. He 
said salesmen call on him expecting to be turned 
down; that their whole manner indicates that they 
are licked, and that most of them are making their 
calls in a perfunctory and half-hearted way. 

These things set me to thinking, wondering 
whether this attitude on the part of the majority of 
salesman throughout the United States may not be 
partly responsible for the delay in the return of 
prosperity. I have been wondering what the result 
would be if all of the salesmen in this country would 
immediately change their attitude and go out with 
determination to pry loose every available dollar’s 
worth of business. Suppose that they would su- 
denly quit taking ““No” for an answer so easily and 
proceed with a bull-dog determination to get orders, 
and then more orders. 

My judgment is, that such a united and cohesive 
movement among the hundreds of thousands of 
salesmen in this country would increase the busi- 
ness of the nation 15 or 20 per cent, as if by magic. 
This would be enough to start the country back 
toward normal business conditions, and we would 
then be part-way on the road to prosperity. Normal 
business is about half-way between the peak of pros- 
perity and the depth of depression; and I believe 
that an increase of 15 or 20 per cent in the nation’s 


FEW days ago, our purchasing agent told 


business would bring the country back nearly to 
normal. 

My reasons for this conviction are as follows: 
It is obvious that the depression, from which the 
country is now beginning slowly to emerge, was 
the result of economic causes such as over-produc- 
tion and over-expansion and over-buying. I believe 
that these economic causes have very largely spent 
their force, and that public confidence is one thing 
that is most seriously needed to start us on the road 
to recovery. In other words, I believe that psy- 
chology has more to do at the present time with 
holding back the business of the country than any- 
thing else—such things as doubt, and fear and 
pessimism. The American people are the victims 
of their own psychology. When prosperity is boom- 
ing, the most of them think that the sky is the limit. 
Then, when depression comes, they go to the other 
extreme and think that there is no bottom. 

Every man who went throtigh the trying period 
of 1921 knows that people generally were thinking 
and acting then exactly as they are now. Further- 
more, every business observer knows that the period 
of 1921-22 was followed by the greatest era of 
prosperity that this or any other nation ever knew. 
It is my honest judgment that if a man is a pessimist 
now he will have reasons to regret it a year from 
now. Prosperity is a time for caution; depression 
a time for courage. 


story that is most appropriate in these times. It is more than a message 
to salesmen, it is a challenge.—The Editors. 


{ A Sales Manager wrote the above letter to his salesmen. It tells a simple I 
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By MURRAY C. FRENCH 


HICH is best, straight 
salary or commission— 
or both? 


Is the cheapest way the best 
way? 

Bob Butler, the hardware man, 
did not get an immediate an- 
swer when he put these pertinent 
questions up to the Old Veteran. 

Instead, the Old Veteran set 
out to investigate the wage poli- 
cies of other stores in other lines 
of trade. He had long real- 
ized that most hardware 
stores pay their help large- 
ly by habit, not as the result 
of much serious thought. 
He found, of 
course, adher- 
ents to both 
the commis- 
sion plan and 





The Old Veteran 
makes an investi- 
gation of the mer- 
its of Commission 
and Salary Sell- 
ing. What he 
found is told in 
this article, one of 
a series by this 
author. 


The Gage ot ne Wage 


the straight salary policy. 

“The believers in commission 
payment,” he reported back to 
Bob, “claimed it develops the 
salesman’s ingenuity, making a 
better man of him. In effect it 
puts every man in business for 
himself. He therefore exerts 
every effort to make each cus- 
tomer a permanent patron of the 




































store and a call customer of his 
own. 

“He is always up front eager 
for a customer. His footwork is 
snappier; his headwork is keen- 
er; his-appearance is smarter. 
He trains himself to work fast 
so he can get to the next one 
quickly. Customers like speed, 
they said. 

“A man on straight salary 
works too leisurely, they con- 

tended. No matter how 

many customers are wait- 

ing he makes little effort 

to keep them from walk- 
__ing out because—what’s 
the use? 

“He takes this atti- 
tude: ‘I’m hired to work 
eight hours a day, not to 
break my neck just be- 
cause the boss won’t hire 
enough help to take care 
of the trade.’ 

“The commission sell- 
er hustles to see that they 
all get waited on so the 
boss won’t hire any more 
» men. Every man added 

to the force cuts down the 

sales of the other men. 

They don’t like that. 

“For the same reason 

commissions solve the 
noonhour problem. The 
salesman is anxious to 
hurry back; it means 
money to him, for the 
.store is always busy at 
noon. 

“*Regarding stock 
work, the man 
on commission 
knows it must 
be done. So if 


he is at all am- 
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bitious he comes down early to 
get it finished before trade be- 
gins. If he is not ambitious he 
can’t make a living on commis- 
sion anyway, so he quits and 
hunts up a job on straight salary. 

“They told me, too, the man on 
commission has fewer exchanges. 
He does his best to sell goods 
right in the first place, knowing 
well that exchanges are costly to 
himself and to the store. 

“In straight salary stores the 
good man gets too little and the 
weak man too much on a com- 
parative basis. Such stores usu- 
ally ‘start them in’ at a uniform 
salary and a good man has to 
threaten to quit before he can get 
a raise, they said. So those with 
the toughest nerve get the most 
money, not those who sell the 
most. 


The Veteran Employee 


“Almost every old-established 
store has some veteran employee 
whose usefulness is waning with 
his increasing years. The store 
would not think of discharging 
him. Rightly, too, but his salary 
or part of it, becomes somewhat 
of a pension. 

“The younger, more active 
salesmen feel that they, not the 
store, are really paying that pen- 
sion, because the high total pay- 
roll tends to discourage deserved 
raises for them. The contention 
is that this aging employee 
would even now be a better man 
in every way if he had been kept 
alert by commissions all these 
years. 


Lack of Incentive 


“Straight salary furnishes lit- 
tle incentive. The good man 
reasons, ‘Why should I try? 
They pay these slow fellows 
about the same as I get.’ The 
poor man says, ‘Why should I 
try? I get about as much as So 
and So, and he works his head 


OCTOBER 1, 1931 





off.’ No such injustice on com- 
mission. 

“When a man works awhile 
on a salary he becomes inclined 
to feel secure of his job and his 
future. This is bad for the 
store, for the salesman and for 
the customer. 

“These stores were positive the 
commission plan costs less, for 
the store pays only for work 
done, not for loafing. That’s 
justice. 


The Commission Principle 


“Furthermore, they proved to 
me the commission principle is 
the universal basis of payment 
after all. In any store, whether 
on salary or commission, the 
salesman who sells most is even- 
tually paid most. 

“But why should that man 
have to wait till next year, or the 
year after, for his rightful raise? 
Justice says he should be paid 
what he actually deserves and 
earns at once, week by week.” 

Bob Butler’s fist banged the 
showcase. “You’re right, Old 
Vet! This store goes on a com- 
mission basis just as soon . . .” 

“Hold on there, young fellow! 
Never give a decision on half the 
evidence,” the Old Veteran 
warned. 

“The straight salary stores told 
a different story. They admitted 
commissions make a man eager 
to sell and sell quickly. But 
speed and high-pressure sales- 
manship are fast passing out of 
today’s merchandising program, 
replaced by careful, intelligent 
thought and service, they said. 

“The salesman’s duty is to ad- 
vise. Otherwise all merchandise 
would be sold cafeteria style. 
The customer comes back to the 
store where he gets accurate help, 
not where he gets fast handling. 

“There’s too much risk to the 
commission system. Suppose a 
fellow has a run of tough luck. 












































Suppose he knows he’s simply 
got to sell the customer he’s wait- 
ing on or he can’t pay his rent. 
Why, bless your soul, he’s likely 
to say almost anything to make 
that sale. A hungry stomach 
knows no conscience. 

“When business is good every- 
thing is fine with the commission 
salesman. He develops expen- 
sive personal habits. Then when 
a slump comes he’s in a panic. 
He grouches around and begins 
reading the want ads for a more 
promising job. 

“The salesman on a salary is 
a more dependable citizen, these 
stores told me. He budgets his 
expenses to a known income and 
is less inclined to become in- 
volved in debt, with its tempta- 
tions to put a hand in the cash 
register when no one is looking. 
To do his best work a man must 
have a reasonable assurance of 
security. 

“The commission salesman has 
short patience with a customer 
who proves a little slow or hard. 
He may even go so far as to say 
things that will make sure the 
patron will never ‘bother’ him 
again. That’s not merchan- 
dising! 


Less Exchanges 


‘And exchanges? Why, these 
stores are positive that goods sold 
slowly and carefully are less 
likely to need exchanging than 
those sold hurriedly. When a 
commission salesman makes an 
exchange he’s always gruff about 
it. If someone else made the sale 
originally it’s a battle, nothing 
less. 

“They admitted the noonhour 
is a problem. But they argued 
a man will do better work the 
year round if he takes his time 
and eats a comfortable lunch. 
Bolting a sandwich and rushing 
back to make an extra quarter 

(Continued on page 52) 
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How to Take Care of Bolts. 
and Steel Goods 


Screws 


OR some reason bolts and 
HK screws are a class of mer- 

chandise that is not given 
the consideration in the average 
hardware store plan that it 
should have. Bolts and screws, 
pipe fittings, nails, and similar 
goods are really the back bone 
of the hardware store. They are 
the items that people not only 
expect to buy at the hardware 
store, but they are items that in 
most cases the variety store does 
not carry and they must go to 
the hardware store for them. It 
is a class of merchandise that is 
profitable in itself and in addi- 
tion it can bring you many cus- 
tomers to whom you can sell 
other merchandise. It should 
really be called opportunity mer- 
chandise because it brings you 
these opportunities for other 
sales if your other merchandise 
is properly and adequately dis- 
played. 


Demand Merchandise 


True it is merchandise that can 
be sold only to a customer that 
has an immediate need and is 
largely what is generally known 
as demand merchandise. When 
a customer wants something in 
this line he usually wants it 
quickly and he will not immedi- 
ately forget that store that can 
supply his need quickly, he is 
very likely to come back to the 
store again and may even get 


24 


JOHN H. GANZER in this in- 
stallment of his series on 
“Planning a Hardware Store 
for Profit” takes up the very 
important subject of Demand 
Merchandise, particularly 
such staples as bolts, screws, 
and steel goods. 


the habit of buying everything he 
can there. 

With this article we show a 
picture of a wall section that will 
take care of a large stock of bolts, 
screws, stove bolts, machine 
screws, etc., in a relatively small 
space. This is intended for a re- 
tail stock. Larger stores would 
likely have a wholesale stock in 
the stock room from which they 
would fill orders for larger than 
single packages. Sections of 
this type can be purchased from 
store equipment manufacturers 
or can be built right in the store. 

Display boards or doors 
should be provided either in 
front of the drawers or stock 
boxes or at some point nearby. 
Many customers will come in for 
a bolt and they do not know the 
difference between a carriage 
bolt and a machine bolt, others 
will come in not knowing the ex- 
act size that they want. With all 
of your bolts and screws dis- 
played you or they can tell at a 
glance if you have it or not and 
the price in bold figures right 
under the item saves time for 
both sales person and customer. 

In putting the stock away in 
the drawers in a section of this 
type be careful not to put similar 


sizes in compartments side by 
side. This will eliminate the 
mixing of sizes that are hard to 
sort. Smaller sizes are carried 
in the upper part of the section 
which is usually about 20 in. 
deep and the larger sizes in the 
base which is usually about 30 
in. deep. Either wood or steel 
drawers can be used and it is 
best to nail the partitions in place 
as this~strengthens the drawer. 
In a drawer for merchandise of 
this character you need plenty of 
strength and the same thing ap- 
plies to the construction of the 
entire section. Whether you 
make it or buy it ready made be 
sure that the uprights run clear 
to the floor and that they are 
spaced close enough together to 
insure against sagging. 


Size of Compartments 


Make the compartments in the 
drawers big enough to take sev- 
eral packages of the smaller 
sizes and at least two unbroken 
packages of the larger sizes. The 
compartments will of course vary 
in size in accordance with the 
size of the stock carried in each. 
By having the compartments of 
ample size you will always be 
able to carry all of the stock at 
one point and eliminate having 
broken packages lying around 
the bolt section in disorder. 

The old saying is that there is 
no profit in nails but your nail 

(Continued on page 26) 
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In this store aisles and displays of merchandise are arranged so that customers can easily get from one part of the 
store to another and at the same time inspect all of the merchandise. It gives every customer a chance to buy some- 
thing besides the article he came for. 
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f ARRANGEMENT FOR 
CARRYING AVERAGE 
BOLT STOCK 
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With a stock arrangement like this for bolts, screws, machine screws, etc., you can wait on trade quickly, keep an ac- 
curate check on your stock and make this part of your business profitable with a small investment. 
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stock can be made very profit- 
able also if properly carried so 
that it does not take up a lot of 
unnecessary room in the store 
and is so arranged that custom- 
ers can be served quickly. 

The best bet for nails is a 
counter with sliding steel draw- 
ers having the rear of the draw- 
ers project a little from the 
counter and with the rear end 
open. From 24 to 27 sizes can 
be carried in an 8 ft. counter 
when a counter of this type is 
used. Other stores find it more 
convenient to carry nails put up 
in standard size packages. When 
this method is used the packages 
are put up out in the stock room 
and then carried on the shelf the 
same as any other package mer- 
chandise. The usual size of the 


packages are 1, 3, 5 and 10 lb. 


Open Display for Bolts 
and Screws 


Popular sizes of bolts and 
screws can be carried in the 
compartments on open display 
tables, but when this is done care 
should be taken to see that sizes 
that are not fast sellers are elimi- 
nated from display of this type 
because they collect dirt fast and 
are hard to keep in good salable 
shape. The chain variety stores 
carry bolts this way but they 
usually have a bolt for example 
14 x 21% with threads almost 
down to the head and this will 
answer for all bolts in their stock 
from 4 x 1 to 14 x 24, but in 
a hardware store they expect you 
to have just the size they want 
and that really makes the drawer 
section with the compartments 
the best and most practical 
method of stocking and display- 
ing this type of merchandise. 


Steel Goods and Garden 
Tools 


A department often pushed off 
in a corner somewhere and many 
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times located where customers 
could not see the merchandise if 
they did want to buy it is the steel 
goods section. Yet this is a de- 
partment that can be made most 
profitable if given just a little 
attention and the right kind of 
display. 

While the large stock can be 
carried toward the rear of the 
store or even in the basement or 
stock room, there should always 
be a complete set of samples up 
near the front of the store or at 
least located where customers 
coming into the store can see and 
examine them. A very effective 
method is to work this class of 
merchandise in with your table 
displays. Put the smaller items 
on the display table in compart- 
ments in the regular way and 
with prices in plain bold figures 
and then arrange the display of 
the long handled items along the 
rear of the table and be sure that 
these items too have the price in 
plain bold easily-read figures. 

The whole secret of successful 
display is to give the merchan- 
dise which you have in your 





stock a real chance to sell itself 
to your customers and others 
coming into your store. 


Beautiful But Dumb 


It is possible to make a dis- 
play of merchandise too nice, it 
is possible to make displays that 
say, “I am awfully nice, hands 
off” instead of saying “I am a 
good value, look me over and 
buy me.” Let your merchandise 
get so closely acquainted with 
your customers that they can’t 
help but buy it. 

Having the price in plain bold 
figures takes the dumbness, away 
from any display, instead of just 
looking at the customer it says 
something to him, and the cus- 
tomer immediately begins to rea- 
son whether he should buy the 
article or not. 

In the next article to appear in 
HarpwakE AGE soon we will take 
up displays of holiday goods. 
Old Christmas isn’t far away 
now and it is the merchant’s last 
chance to get a break on this 
year’s business. 





What is YOUR 
Store Arrangement 
Problem? 


John H. Ganzer, author of this 
series on “Planning a Hardware 
Store for Profit” will be pleased to 
give your individual problem per- 
sonal attention. If your question 
and his answer are of general in- 
terest both will be published in 
HARDWARE AGE without use of 
your name. Send your questions 
on store arrangement problems to 
Mr. Ganzer, care of HARDWARE 


AGE EDITORIAL DEPARTMENT. 
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66 HEN we wrote last 
week about “marking 
ourselves down,” we 


did not know England would 
take it so seriously. No! We 
did not have advance informa- 
tion! We did not know what 
was coming! However, it was 
evident from the way English ex- 
change acted, and the declines in 
prices for securities here in the 
United States last week, that 
something was coming, and some 
people knew what was coming 
and were acting accordingly. 
Advance information is far more 
valuable than hindsight infor- 
mation. 
«+ * 


Mr. Morgan, who seldom or 
never gives out an interview, 
stated in London that the action 
of the Bank of England was a 
hopeful indication. 

All of us have the right to 
prophesy. It costs nothing. We 
believe that this action on the 
part of England, in future his- 
tory will mark the bottom of the 
depression. When all of us are 
lying on our backs, there is only 
one way to look, and that is up- 
ward. It is our belief now that 
everything seems to be at about 
the worst, that we are justified 
in being more optimistic. 


* * * 


In our office we have a roll 
top desk in the corner of the 
room. We use it in the only 
way roll top desks should be 
used—as a place to file things. 
It has been our habit for many 
years, when any crisis was 
reached, to take the newspaper 
of that day and file it in this roll 
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_ England Marks Down The & 


By SAUNDERS NORVELL 


top desk. When we thought in 
1929 that the apex of the ad- 
vance had been reached, we filed 
a paper with the market prices 
of that day. However, we did 
not strike the very highest point. 
We were about two weeks too 
early. 

Since the reaction started, we 
have not filed any other news- 
papers. We have waited. Yes- 
terday, Monday, Sept. 21, 1931, 
we filed another newspaper in the 
old roll top desk. This paper, 
in our judgment, marks the bot- 
tom of the depression. Now let 
us see how it will work out. 


* * 


Now the financial writers tell 
us why it was necessary for 
England to give up the gold 
standard. It always strikes me 
as curious that these financial 
writers who know so much, do 
not write these articles in ad- 
vance, instead of telling us all 
about it after the thing has hap- 
pened. 

a 


You will remember that in 
one of these articles immediate- 
ly following President Hoover’s 
announcement of the mora- 
torium, we wrote about the 
French. We stated quite clear- 
ly that in our judgment the 
French would not play ball. 
They didn’t! They dilly-dallied 
along. Since then France has 
steadily drawn gold from En- 
gland. England, on account of 
her policy of maintaining the 
gold standard, was helpless and 
had to give up the gold to France. 






Now, in my judgment, the main 
reason why England has tem- 
porarily abandoned the gold 
standard, is to get even with 
France. There are wars fought 
with guns and ammunition. 
There are industrial wars. There 
are also financial wars, and it 
seems to me just as an onlooker, 
that we have been witnessing a 
financial war between France and 
England. The next move is up 
to France. Comme ca! 


*K * K 


Roughly speaking, the British 
pound has been considered the 
equivalent of $5.00 ($4.86%). 
Yesterday (Sept. 21) the pound 
in American dollars was down 
to $4.00. In simple language 
this means, if English prices re- 
main where they are now, the 
American dollar has increased 
20 per cent in buying power in 
England. On the other hand, if 
England owed money to for- 
eigners payable in pounds, and 
had paid all of her debts yester- 
day, she would have saved 20 

er cent, on account of the de- 
creased value of the pound. Of 
course if it were stipulated in the 
obligation that payments were to 
be made in gold, the British 
could not make this saving. 


* * * 


It is believed that reducing the 
value of the pound 20 per cent 
will help the foreign trade of 
Great Britain. Measured in the 
currencies of foreign countries, 
this reduction in the price of the 
pound means that all British 
goods have been reduced in price 
20 per cent, and that is why it is 
expected that this move on_the 
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part of England will increase her 
sales to foreign countries. 


* * Xx 


Suppose you were in London 
with a letter of credit in United 
States dollars. If you had gone 
last week to an English bank and 
made a draft against your let- 
ter of credit in pounds, you 
would only have received pounds 
at the rate of $4.86. But this 
week, since the reduction, if you 
went to the same bank you would 
receive pounds at the rate of 
$4.00. For a thousand dollars 
last week you would have re- 
ceived about 200 English pounds. 
For a thousand dollars this week, 
you would receive about 250 
English pounds. In other words, 
you would gain fifty pounds in 
English money. 

Now, if English prices remain 
the same, you will find that your 
thousand dollars will buy fifty 
pounds more in English goods. 


* * * 


The writer was in Berlin 
when the German mark went 
down to almost nothing. Until 
German merchandise was marked 
up by the merchants, there were 
great bargains to be had in Ger- 
many at that time. 

The writer was also in Paris 
when the franc declined to about 
one and one-half cents. As a 
result, a curious situation devel- 
oped. The large stores in Paris 
who were watching exchange 
carefully and who sold largely 
to Americans, immediately ad- 
vanced their prices to cover the 
decline in the franc, but the 
thousands of small stores in 
Paris, those who sold few goods 
to Americans, did not advance 
their prices and as a result great 
bargains were to be had. In 
French neighborhoods where 
there was practically no foreign 
trade, the prices in the shops con- 
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tinued on just about the same 
basis as when the franc was 
worth nineteen cents. As a re- 
sult, in Paris there were all kinds 
of prices on merchandise. 

Of course, where prices were 
regulated by law, such as rail- 
road fares, freight rates, opera 
tickets, bus fares, etc., it took a 
long time to advance prices to 
get in line with the changed value 
of the franc, and as a result all 
of these services could be bought 
by foreigners for a song. The 
French, however, who had paid 
the high prices for their francs, 
who did not have the advantage 
of any foreign exchange, were 
made to suffer as prices were ad- 
vanced. This condition at first 
led to a boom in French com- 
merce. Goods left the country 
as they were bought with the low 
priced franc. Later, however, 
as the French advanced their 
prices, there was just the opposite 
effect. The result was great con- 
fusion in France, which was final- 
ly settled by the stabilizing of 
the franc at about four cents, or 
twenty-five francs to the dollar. 

It is hardly to be believed that 
the British pound will decline 
like the mark and the franc. 
Today you can buy British goods 
at 20 per cent less than stand- 
ard prices if you send U. S. 
dollars over there. On the other 


hand, if Great Britain owes you 
money and there is no stipula- 
tion that this money is to be paid 
in dollars, she can pay you in 
pounds and save this 20 per cent. 

It was quickly given out here 
in New York that the Morgan 
loans to England were payable 
in dollars, and it is also under- 
stood that most of the British 
loans from foreign governments 
are payable in gold. Therefore 
in these two cases the British will 
not gain. 

"* * xk 

Before the franc declined a 
manufacturer of perfume in 
Paris made a contract to sell a 
large quantity of perfumes to an 
American concern, the bill to be 
paid in francs. The French per- 
fumer delivered his perfumes. 
In the meantime the franc had 
declined. The American concern 
took their dollars, bought francs 
with them and paid the French 
concern in francs. They made 
an enormous profit on the trans- 
action, getting their perfumes for 
almost nothing, while the French 
manufacturer almost went broke. 


* * X* 


In these times it is a good 
idea, in foreign trade, to give a 
good deal of thought to the kind 
of money in which the invoices. 
are to be paid. 





A Letter to Mr. Norvell 


Syracuse, N. Y. I read with great interest your article in the Sept. 
3 issue of the HanpwarRE AGE (Price Racketeering). Without a doubt 
I think this is one of the best articles you have ever written, and your 
continued efforts along this line will do us all a world of good. 

I received fifty tear sheets from the HaRpwaRE AGE and am send- 
ing each and every one of our traveling men a copy of your article. 

Effort along this line is not in vain and cannot help but bear fruit. 


(Signed) W.C. McCLASKEY, 
President and Treasurer, 
Buruans & Buack, INc. 
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The Effect of 


Personal 
Attitude 


SALES 


Number 31 of 
a series of short | 
articles for the 
man on the 
sales floor. 


ALES depend, to a great 
we extent, upon the attitude 
taken by the salesman 
toward prospective customers. 
He can make a good impression, 
winning their confidence, friend- 
ship and patronage, if his atti- 
tude toward them is a proper 
one. Likewise, he can wreck all 
his chances for selling by adopt- 
ing an attitude which is displeas- 
ing to them. 

Customers are of many types, 
characters and dispositions; yet, 
strange to say, the proper atti- 
tude will win any of them, while 
a false step will repel even the 
best of the lot. Remember, 


what the customer wants is the 
basis for every sale. 


He may 
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not even realize what he wants 
in the way of merchandise, but 
he does know that he wants 
prompt, courteous, friendly and 
attentive service. He wants the 
salesman to be natural, not ar- 
tificial. He wants an oppor- 
tunity to express his own views, 
and he wants those views re- 
spected. What the customer 
wants is the salesman’s cue for 
the proper approach attitude as 
well as for any future contacts. 

To attempt to tell retail sales- 
men exactly what to do or say 
under all. possible occasions 
arising from attempted sales, 
would be foolish. I would soon 
have a book as large as a dic- 
tionary and about as interesting. 
However, it is well to point out 
the things which a_ salesman 
should avoid if he wishes to 
maintain the attitude which sells 
goods and brings customer back 
for more. Here are a _ few 
pointers on attitudes which re- 
tard sales: 

1. The crisp, formal attitude 
—usually due to an exaggerated 





self-consciousness. Try to think 
in your own natural, everyday 
way, and let your words convey 


those thoughts. You will find 
yourself acting in an easy, nor- 
mal manner. 

2. The “know-it-all” attitude. 
No one cares to deal with the 
salesman who intimates by word 
and manner that he knows it all. 
Concede average intelligence to 
those who come into the store. 

3. The apologetic attitude— 
that cringing, servility sometimes 
encountered in retail stores. 
Your business is honest if you 
are. There is nothing to be 
apologetic about. Respect your- 
self and your work and others 
will naturally respect you. 

4. The indolent attitude—ex- 
emplified by lolling over the 
wrapping counter or leaning lan- 
guidly against the shelving with 
a listless, “I don’t care” expres- 
sion. Customers always resent a 
listless attitude on the part of a 
salesman. 


5. The frivolous attitude—as 
(Continued on page 52) 





What the 


Utilities Are Doing in 


By LLEW 8S. SOULE 


ing the utility companies from selling appli- 

ances, raised their hands in holy horror when 
the legislatures of Kansas and Oklahoma passed 
such legislation. They prophesied dire results for 
the “unfortunate retailers, left to their own re- 
sources,” with (as they said) “inadequate stocks, 
untrained sales forces, and a burden of promotional 
work.” 

These calamity howlers even shed crocodile tears 
over their own predictions that the dealer would 
soon face a “gyp” style of competition in appliances 
that would make the former competition of utility 
companies seem not only mild, but positively 
beneficial. 

In spite of the dour predictions, however, the 
laws were passed, and the stage was set for a “Show 
Me” performance. 

Then, almost before the utilities had padlocked 
their salesrooms the former “Joy Killers” turned 
to scandal mongers. All that they wished to be 
true they voiced as gilt edged truth. They scattered 
rumors of “fly-by-night” vendors, peddling cheap 
appliances at prices which put the seller of quality 
wares completely out of the running. To hear them 
talk, one would imagine that every village, town and 
city in Kansas and Oklahoma was infested with ap- 
pliance pirates, swindling the people and ruining 
the merchants. 


Sine of the factors opposed to laws prohibit- 


Without Names, Dates or Places 


To be sure none of them gave names, dates, or 
places, but at every opportunity, you could hear 
one of them remark: “They say that appliance mer- 
chandising in Kansas and Oklahoma is in an awful 
mess since the utility anti-merchandising laws went 
into effect. They tell me that the gyps have gobbled 
the business from curling irons to refrigerators,” 
etc. 

Somehow these weird tales didn’t seem plausible 
to us. There was too much “They say” mixed in 
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with the generalities, and we have always consid- 
ered “They say” as one of the biggest liars in the 
Ananias Club. 

So we investigated. We wrote to hardware mer- 
chants in little towns, medium size towns and cities 
of these two states. We asked them if their appli- 
ance business was increasing or decreasing since the 
laws went into effect; if they were bothered by 


“gyp” competition. 
Facts Don’t Jibe With Rumors 


Strange to say none of them came back with any 
tales of rack and ruin. All said that their business 
in appliances was better, and that fly-by-night ap- 
pliance vendors were conspicuous through their 
absence. 

Then we turned our attention to one of the other 
predicitions made when the present laws were in 
the formative stage. We remembered how the 
“crepe hangers” had predicted that when such laws 
became effective—if they ever did—the utilities 
would quit all promotional effort; that they would 
show the poor misguided dealers that the only rea- 
son a merchant ever sold an appliance was because 
the utility companies built the business for him, and 
handed it to him on a silver platter. 

Frankly, we were not much concerned over this 
prediction. We have never rated the brains in 
utility management as below par. In fact we have 
conceded both intelligence and ability, although 
sometimes misdirected. We simply could not be 
convinced that able men with millions invested in 
the production and distribution of electricity and 
gas, would play the “Baby Act” by quitting all pro- 
motional work, just because they were not allowed 
to sell as well as promote. 

We figured that the principal objective of the 
utilities was and is to sell electric energy and gas; 
that they would not lie down on the job because one 
of their pet side issue plans had struck a snag. We 
never did put any faith in the assertion that the 
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selling of appliances by the utilities was a necessary 
adjunct to promotional work. The experience of 
Cleveland’s Electrical League had long since punc- 
tured that bubble. 

Reports from Kansas now definitely prove that 
our deductions were correct. Already the Western 
Power, Light & Telephone Company of Salina, Kan., 
has devised a method to meet the new conditions— 
a method which involves the cooperation of dealers, 
plumbers, contractors and various local organiza- 
tions. 

In formulating the plan, representatives of the 
company made personal visits to those interested in 
a number of towns, to ascertain their views, get their 
suggestions and enlist their support. 

H. F. Rehg, director of public opinion for the 
company, describing the plan in an article in 
Printers’ Ink, says: 

“Our campaign as devised has four phases: 


1. To get unwired homes wired. 

2. To sell additional wiring and the placing of 
more sockets in every building already wired. 

3. To sell a supply of lamps to every electric 
user. 

4. To sell more appliances.” 


He goes on to say: “We are at our own expense 
going to advertise these campaigns with the same 
vigor and earnestness we would use if we were to 
consummate the actual sales ourselves.” 


Promotion as Usual 


The utility will advertise by newspaper and direct 
mail, and the advertising will refer the prospective 
customers to local dealers or contractors who will 
fill the needs created. Company employees will 
receive cash rewards for developing prospects for 
wiring jobs, etc. 

As to appliances—the utility will aid manufac- 
turers and local dealers to arrange demonsirations 
of the larger appliances, and for this purpose the 
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"i Kansas and Oklahoma 


company’s offices and store rooms will be offered 


free of charge. The company even plans to aid 
the dealers to finance installment sales of major ap- 
pliances, if desired. 

To again quote Mr. Rehg: “We believe these 
services and devices can be sold, with proper and 
adequate promotion, and we propose to furnish 
that.” | 

All this may be sad news for the calamity howlers, 
but it is good news for the Kansas merchants. Also 


- it contains a lot of encouragement for dealers in 


other parts of the country, many of whom never 
have believed that “the best interests of manufac- 
turer, dealer and consumer require the continuance 
of the merchandising activities of power com- 
panies.” 


Not All Smooth Sailing 


Of course, all is not yet smooth sailing. There 
may be—probably will be—legal actions taken to 
set aside the Oklahoma and Kansas laws. The op- 
ponents of these laws may even be successful in 
such actions. That the future alone can reveal. 

However, the lack of “gyp” competition and the 
actions of the Western Power, Light & Telephone 
Company, are putting the “Indian Sign” on past 
prophecies and present rumors. They are showing 
up the fallacies of several stock arguments of utility 
merchandising adherents. Incidentally, they are 
furnishing ammunition for the utility merchandising 
discussion at the coming Chicago convention of 
hardware manufacturers and jobbers. 

Meanwhile the utilities outside of Kansas and 
Oklahoma are showing unprecedented willingness 
to cooperate, and the “They say” contingent is busy 
working up a new set of rumors. 

The present agitation may be, as its opponents 
assert—“ALL WRONG,” but it certainly is getting 


Sometimes it is necessary to “stir up the 


action. 
= 72 2 . 
animals” just to make sure they are alive. 
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ES, sir! Never was a hard- 

ware store where cutlery 
and tool window displays 
weren't absolutely appropriate 
practically every week in the 
year. Both lines are favorites, 
regular “old Pals” of all real 
hardware men, and both serve 
customers’ needs in a very basic 
way. In both lines, values were 
never better and merchandise 
never was any more attractive 

























for window displays, so let’s get 
to it. 

That’s a pie in the center of 
the cutlery window. Easily made 
too. Just cut a circle out of heavy 
compo board and raise it away 
from the background so that it 
has depth. A few deft strokes 
(daubs really) of brownish paint, 
and the circle becomes a pie. The 
lettering, too, is simple. You can 
do it yourself or have it fixed 










Every Week! 


Two original window display sug- 

gestions bringing ideas that will 

help more hardware stores sell 
more hardware. 
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Cutlery and Tool Displays 


up cheaply by some local sign 
painter. 

The paneling on the _back- 
grounds of both windows re- 
quires the same technique as 
wiring samples on inside panel 
doors—a technique familiar to 
every hardware man. 

The cutlery display provides 
for a fairly wide assortment of 
merchandise from that particular 
department, so does the window 
on tools. Both have simple bal- 
ance without too much geometri- 
cal arrangement. Wherever pos- 
sible the handles on the cutlery 
and tools face the prospect as he 
looks into the display. Even 
though the plate glass separates 
him from the merchandise, the 
incentive to pick up and balance 
the item offers the proper urge 
to get him into the store for 
closer inspection of the goods. 
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FOR THOSE LONG 
WINTER EVENINGS gees 
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The valance in the cutlery 
window made with crepe paper 
and tubing of the same material 
on the sides can also be used in 
the tool window. Value-creating 
price cards should be used in 
both windows and should do 
more than identify the item and 
tell the price. These cards should 


s| Are Always Timely 


emphasize briefly selling points 
—the reasons why you are fea- 
turing this merchandise. Maybe 
the cutting edges or the attractive 
finishes are the high points, 
whatever they may be they should 
be stressed in the value-creating 
or talking price cards. 

Should your particular win- 


dows have considerable depth, 
the floor arrangement of goods 
can be augmented using the same 
pattern or style of display. In 
fact, whenever you are using a 


‘suggested window display plan 


there may be opportunities for 
revision to meet your individual 
requirements. 





Hallowe’en—Saturday,. October 31 


An original idea for a Hardware Hallowe’en window display 
will be a feature of this department in next week’s issue, 


in plenty of time for YOUR use. With witches, pumpkins, 


Nn’ 


HARDWARE AGE—NEXT WEEK 


everything. 
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HARDWARE AGE 
LDVERTISING 
SERVICE 

FOR THE 


WEEK HARDWARE AGE 
ADVERTISING FEATURE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest illus- 
trations. Copy is always supplied in so far as it is practical for use 
by all of our clients. 






























The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
Aunt Mary Says: to show former as well as reduced price. If any question arises con- 

cerning the use of these ads, write us. You'll find us willing to help 
you sell more hardware at all times. 





For fall cleaning needs you 
can’t beat (Store Name). 
They have the newest things 
iviaen comes’ | HOW TO ORDER 
fall cleaning and their prices 
certainly will save you 
money. Visit the store today If you have local. stereotyping facilities, request the complete sets 
and see for yourself. of mats of all the advertising illustrations of these two pages, 
inclosing your check for $1.25. If you need-mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
(List Cleani Figure the charge of 35c. for each cut when less than ten cuts are 
ist steaning Needs ordered; when ordering ten cuts or more figure the charge at 30c. 
With Prices) for each cut ordered. Inclose check with order, please—this saves 
bookkeeping for small amounts. Send all orders to 


YOUR STORE NAMB HARDWARE AGE ADVERTISING FEATURE 
239 W. 39th St. New York City 














Let a Bird Sing 


in Your Home This Is No Time to Blow Bubbles! 
6 2) 


BIRD wm 


CAGE FALL CLEANING 


and Stand TIME 
$900 








Lots of things to be done, but you can do your cleaning in 


Beautiful artistic cage half the time and with half the labor if you have modern 
and stand .... inches cleaning equipment. Save your health, your time and your 
high by .... inches in dollars by obtaining your cleaning needs at (Store Name) 
Giameter. Easily re- at the lowest prices you’ve ever seen for such high grade 


movable drawer base 





and unbreakable seed things. 
cups. A wonderful 

dhs eee eee (List House Cleaning Items With Short Descriptions 
tions to harmonize and Prices) 

HH3 with your furnishings. 

YOUR STORE NAME YOUR STORE NAM E 
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Is Bound to Bring You New Customers 


Good Advertising 














Don’t Wear a Long Face 


Because It’s Time to Fix Up for Winter 


You'll find everything you need in the way of repair materials for 
in and around the home at (Store Name) at prices from % to % 
less than you paid other years. Everything of the very best quality 
guaranteed to give long wear and satisfaction at rock bottom prices. 


(List Items With 
Prices) 


(List Items With 
Prices) 





Plumbing Supplies 


HH7 : HH8 
Trowels Weather Stripping 
00c (List Items With 00c 

To repair that wall Prices) Save your health 

exceptional high and heating bills 
quality. Length ..; too, by using our 
weight ... weather stripping. 


YOUR STORE NAME 


HARDWARE AGE 
ADVERTISING 
SERVICE 

FOR THE 

WEEK 
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It’s Not Funny 
When the Plumbing Is Out of Order 


And the winter winds are blow- 
ing and you have come home 
with a cold after visiting your 
best friend who is in bed with 
pneumonia. 

Now is the time to put your 
plumbing system in perfect con- 
dition for the winter. It will 
protect your health and save 
you money — especially if you 
buy your repairs at (Store 
Name) at prices about one-third 
less than you'll pay elsewhere 
for such high grade equipment. 


(List Plumbing Repairs 
With Prices) 


YOUR STORE NAME 
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My Pa Buys His Hunting Supplies at (Store Name) 
That’s Why He Always Brings Home Ducks 


When buying your hunting supplies, the first thing we con- 
sider is that the quality must be right—that our guns and 
ammunition must be absolutely dependable; this is the de- 
mand of every sportsman. 


The next thing, the price must be positively rock bottom, the 
lowest obtainable for the same high grade supplies. Come in 
today and see for yourself. We will save you money. 


TOUR STORE NAME 
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A Modern Bathroom 
At About 2 Last Year’s Price 


There is nothing that adds to 
the value and comfort of your 
home like a smart up to date 
bathroom. It’s a mighty good 
investment at (Store Name) 
where the prices are rock bot- 
tom. We will save you money. 
Get in touch with us today and 
let’s talk it over. 


(List Bathroom Outfits and 
Fixtures With Prices 


YOUR STORE NAME 
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HERE being a clock dis- 
play on these pages, we 
tried hard to refrain from 
saying that these four windows 
are very timely—but that’s exact- 
ly what they are. W. B. Hinshaw 
trimmed the clock display for 
Noell Bros. Hardware Co., Dur- 
ham, N. C., using properties that 
are readily available to every 
dealer. Material furnished by 
the manufacturer plus the clock 
boxes themselves help balance 
this display, showing a good as- 
sortment of merchandise. A few 
pieces of crepe paper give a 
pleasing background. 
Hallowe’en will be with us 
soon. Saturday, October 31, to 
be exact, and Mrs. Goldie Duke 
will have another appropriate 
display like that on the bottom 
of this page. As window trimmer 
for Duke’s Central Hardware 
Co., Marcelius, Mo., she is al- 
ways on the job to make window 
displays line up with current 
events or seasons and at that 
same time help sell merchandise. 
Electric heaters and irons are 
certainly shown to advantage in 
this Hallowe’en window. The 
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owl, witches, pumpkins, etc., may 
be obtained from any stationery 
store if you haven’t a connection 
direct with a house furnishing 
display materials. 

Tool windows are always ap- 
propriate for hardware stores. 
Here’s a good one from Reyn- 


olds, Robinson & Allen, 37 N. 
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Broad St., Norwich, N. Y., em- 
bellished with crepe paper and 
with a background of cartons in 
which the tools are packed. Note 
that all handles are toward the 
prospect, a simple factor that for 
tools and cutlery has been proved 
to be a sales builder. 

The window at the bottom of 


| ayo 


enlence, 


the page comes from Oak Hill 
Hardware Co., Oak Hill, W. Va. 
It just breathes of the fall hunt- 
ing season. Stuffed animals, a 
mounted deer head and some 
foliage sets off the guns and am- 
munition and can’t help but reg- 
ister on the man who loves to 
hunt during the cool fall months. 
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Arthur M. 


Dodd Dies Suddenly 





Heart Attack Fatal to General Sales Manager, Horton 
Mfg. Co.—Enjoyed Wide Friendship Among 
Hardware Distributors 


Arthur M. Dodd, general sales 
manager of the Horton Mfg. Co., 
Fort Wayne, Ind., died suddenly 
at 6.30 p. m., Thursday, Sept. 24, 
at ithe age of 47. A heart attack 
from which he was ill onlv a 
short time caused his death. Mr. 
Dodd complained of a pain in 
the region of his heart late 
Thursday afternoon at his office, 
and shortly after went to his 
home at 4202 Tacoma Avenue. 
His condition suddenly became 
critical and he died within a 
short time. 

The sudden passing of their 
associate and sales executive was 
a distinct shock to the officials 
and employees of the Horton 
Mfg. Co., where Mr. Dodd en- 
joyed a most enviable record for 
ability and geniality. Joining 
the company in 1922, he imme- 
diately earned the confidence 
and warm admiration of com- 
pany executives, who feel that he 
was an important factor in build- 
ing up the business to its pres- 
ent standing. 

Among the many _ wholesale 
hardware distributors, with whom 
he was intimately acquainted and 
whose problems he understood so 
well, Arthur Dodd was known as 
a gentleman and friend. To them, 
too, his unexpected death comes 
as a great loss. 


Prior to joining Horton, he 
was connected with the Common- 
wealth Edison Co., Chicago, and 
was at one time in charge of 
washing machine sales for the 





A. M. DODD 


Co., 


Federal Electric also of 
Chicago. 

Surviving relatives include the 
widow, Mrs. Anna Tiffany Dodd; 
a daughter, Dorothy Armstrong 
Dodd, 15; a son, Arthur Tiffany 
Dodd, 7; the mother, Mrs. Lil- 
lian Dodd of Chicago, Ill.; a 
brother, Louis B. Dodd of Chi- 
cago, and a sister, Mrs. Philip B. 
Gale of Hartford, Conn. 





D. M. SHEPARD IS V. P., 
LANDERS, FRARY & CLARK 

D. Myles Shepard, sales man- 
ager of Landers, Frary & Clark, 
has been made vice-president of 
that organization. 


Cc. H. BAUER IS SALES 
MANAGER, L. H. GILMER 


Charles H. Bauer, for the past 
six years manager, automotive di- 
vision, L. H. Gilmer Co., Phila- 
delphia, Pa., is now general sales 
manager of the company. Mr. 


Bauer is international president, 
Automotive Boosters Club, com- 
prising manufacturers’ represen- 
tatives, a member of the board 
of counselors of the Motor and 








Equipment Association, and like- 
wise a contributor to many pub- 
lications upon general subjects 
pertaining to effective sales and 
merchandising policies, both do- 
mestic and foreign. 





W. C. ALLEN, JR., DIES— 
SON OF YALE PRES. 


Walter Cleveland Allen, Jr., 18, 
son of Walter Cleveland Allen, 
president, Yale & Towne Mfg. 
Co., Stamford, Conn., died of a 
broken neck in Stamford Hos- 
pital, Sept. 24. Young Allen re- 
ceived the injury Sept. 22 in the 
swimming pool of the Stamford 
Yacht Club. He was showing a 
young relative how to dive in 


second dive was made in the 
same end, but that time young 
Allen made too straight a dive, 
resulting in his fatal injury. He 
was to have returned to school 
the day on which he died. His 








parents and two sisters survive. 


| CURTIS IS SOUTHERN 
CAL. FIELD SECRETARY 


A. S. Curtis has been appointed 
as field secretary and _ service 
man of Southern California Re- 


tail Hardware Association, suc- 
ceeding John J. Cragg, who re- 
signed after serving in that ca- 
pacity for more than a year. Mr. 
Curtis has had ten years’ expe- 
rience in hardware retailing, hav- 
ing served in stock, buying and 
store managing capacities. His 
headquarters are at the associa 
tion offices, 230 Chamber of Com- 
merce Building, Los Angeles, 
Cal. 





BUCKMINSTER JOINS 
GENERAL PAINT CO. 


P. C. Buckminster has been ap- 
pointed as general superinten- 
dent, General Paint Corp., San 
Francisco, Cal. He had been 
superintendent of the Martin 
Varnish Co. for several years. In 
1928-1929 he was president of 
the Federation of Paint and Var- 
nish Production Clubs, having 
served at other times as president 
of the New England and Chicago 
production clubs and as program 
chairman of the New York club. 
In 1924 he served as manager of 
the cost bureau of the National 
Varnish Manufacturers’ Associa- 
tion, 


H. E. JACQUES DIES 


Herbert E. Jacques, president 
of the John Jacques & Son Co., 
Worcester, Mass., manufacturers 


of shears, was found dead Satur- 
day, Sept. 19, in his home at 
Leicester, Mass., at the foot of 
the cellar stairs, down which he 
apparently had fallen. The body 
was discovered by his wife, who 
had been away on a three days’ 
visit in Westminster. Besides 
his wife, Mr. Jacques is survived 
by a son, Harold D., who is as- 
sociated with the Worcester con- 





the shallow end of the pool. A 
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BURNS, SYLVANIA DIV., 
ASSISTANT SALES MGR. 


Hygrade Sylvania Corp., Syl- 
yania Division, Emporium, Pa., 
has announced the appointment 
of Gere Burns as assistant gen- 
eral manager of sales. He is we!l 


known to radio dealers in the 
East as he went into the radio 
field from the advertising agency 





GERE BURNS 


business. For three years he was 
manager of a well-known Bos- 
ton, Mass., agency, later starting 
his own agency. 

In September, 1929, he went 
with the field forces of the Grigs- 
by-Grunow Co. When the Ma- 
jestie organization opened a fac- 
tory distributing branch in New 
England Mr. Burns was made 
sales promotion manager, later 
becoming sales manager of the 
tube division. When that branch 
closed he became New England 
field representative. He resigned 
that position to become assistant 
to Ed. McCarthy, general sales 
manager of the Sylvania Division. 
While with the Majestic organ- 
ization he was closely associated 
with Mr. McCarthy. 





KRUEGER IS PRESIDENT, 
PORTLAND PAINT CLUB 


Officers were elected at the re- 
cent annual meeting of the Paint, 
Oil and Varnish Club, Portland, 
Ore. Ray C. Krueger, National 
Lead Co. of California, is presi- 
dent, while C. B. Van Houten, 
W. P. Fuller Co., is vice-presi- 
dent. Ernest H. Morgan is sec- 
retary-treasurer. 
































NEW ENGLAND ASS’N 
HOLDS BIG OUTING 


Members and friends of the 
New England Iron & Hardware 
Association held their annual out- 
ing at the Sandy Burr Country 
Club, Wayland, Mass., Sept. 15. 
A golf tournament was the main 
feature of the outing. The golf 
committee was headed by C. B. 
Doten, who was assisted by A. P. 
Chase, Murray Harvey and C. C. 
Butts. Treasurer George J. Mul- 
hall, Boston, Mass., was unable 
to attend, as he is still suffering 
an illness. 

Prize winners were Mr. Doten, 
Mr. Chase, C. O. O’Neill, O. C. 
Tew, R. A. Parker, R. B. Wal- 
lace, F. Egglestone, R. H. San- 
derson, Walter Weidig and A. 
Birmingham. Prize donors were 
Upson Nut Division of Republic 
Steel Corp.; J. B. Varick Co., 
Manchester, N. H.; E. C. Atkins 
Co., New York City branch; 
American Steel & Wire Co., Bos- 
ton, Mass.; Clark Bros. Bolt Co., 
Milldale, Conn.; W. H. Bowe, 
Boston; Decatur-Hopkins, Bos- 
ton, Mass.; American Screw Co., 
Providence, R. I, and A. C. 
Harvey Co., Allston, Mass. 





CHOLLAR IS ASS’T TO 
REMINGTON ARMS PRES. 


Walter E. Chollar has been 
appointed assistant to the presi- 
dent of the Remington Arms Co., 
Inc., New York City. For a 
number of years Mr. Chollar was 
local purchasing agent atthe 
Ilion, N. Y., plant and for the 
past five years has been general 
purchasing agent for all branches. 
Recently he became vice-presi- 
dent and general manager, Rem- 
ington Cash Register Co. 

Hugh G. Sivell, who has been 
assistant general purchasing 
agent, has been made general 
purchasing agent. 





A. H. BROWN REPRESENTS 
SULLIVAN BRUSH CO. 


A. H. Brown, Boston Mercan- 
tile Mart, 137 Beach St., Boston, 
Mass., now represents Sullivan 
Brush Co., Terre Haute, Ind., in 
the New England territory. A 
warehouse stock of brushes and 
mops will be carried at that 
office. In addition to Mr. Brown 
three other men will operate out 
of the Boston office. 





SOUTHERN CALIFORNIA 
GROUP MEETINGS 


Secretary Joseph V. Guilfoyle, 
Southern California Retail Hard- 
ware Association, has announced 
group meetings to be held by the 
organization during October and 
November. He is being assisted 
by field secretary A. S. Curtis. 
October meetings will be as fol- 
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lows: Oct. 13, Ventura, Pierpont 
Inn, dinner; Oct. 15, Hollywood, 
Dresslar Hardware Auditorium; 
Oct. 20, Long Beach; Oct. 27, 
Pomona, Southern California 
Edison Co.; Oct. 28, Sierra 
Madre, Masonic Club, dinner, 
and Oct. 29, Costa Mesa, Costa 
Mesa Inn, dinner. November 
meetings are: Nov. 3, Redlands, 
and Nov. 5, San Diego. 





JAMES JORDAN AGAIN 
WITH KEN-RAD CORP. 


Richard E. Smiley, general 
sales manager, The Ken-Rad 
Corp., Owensboro, Ky., has an- 
nounced that James D. Jordan 
has again associated himself with 
the organization as chief engineer 
of the commercial division. He 
was formerly identified with the 
Ken-Rad organization when it 
was founded. In 1928 he left 
the company to take charge of 
the tube division of The Grigsby- 
Grunow Co., Chicago, III. 





SOUTHEASTERN ASSN. 
MOVES HEADQUARTERS 


— 

Headquarters of the South- 
eastern Retail Hardware & Im- 
plement Association are now lo- 
cated at 415 Palmer Building, 
Forsyth and Marietta Streets, 
Atlanta, Ga. Walter Harlan is 
secretary-treasurer. 





MARSHALL-WELLS HOST 
TO RADIO DEALERS 


The Marshall-Wells Co. of 
Minneapolis, Minn., and Duluth, 
Minn., recently were hosts at the 
Curtis Hotel to 85 Stewart-War- 
ner radio dealers from Minnesota 
and Wisconsin. Advertising and 
sales plans for the coming season 
were discussed by officials from 
the Stewart-Warner factory, and 
Tom Jones Meek, general sales 
manager for the Marshall-Wells 
Co., showed the new Silver Jubi- 
lee radio line consisting of ten 
models and the low-wave con- 
verter. Several other officials of 
the Marshall-Wells company at- 
tended the meeting, among whom 
were George Ayre, manager of 
the Minneapolis branch. This 
meeting was one of nine to be 
conducted in Marshall-Wells ter- 
ritory. 


A. D. QUINN PASSES 


A. D. Quinn, sales manager, 
industrial division, L. H. Gilmer 
Co., Philadelphia, Pa., died Sept. 
17. Mr. Quinn was in Chicago 
on business when he suffered a 
heart attack. He was born in 
Camden, N. J., in 1887, In Octo- 
ber, 1919, he became associated 
with the Gilmer company and in 
1922 was placed in charge of the 
sales of the industrial division. 








Faeth Heads Hardware Golf Association; 
Tournament Won by C. J. Benkert 


More than 130 members of the 
Hardware Golf Association at- 
tended the annual three-day 
tournament of the organization 
at Golf Hill, Excelsior Springs, 
Mo., Sept. 17, 18 and 19. The 


weather during the entire tourna- 











EDWARD L. FAETH 


ment was fine, although the dry 
weather had affected the course. 
One hundred and eight players 
participated in the tournament. 

C. J. Benkert, Hillerich & 
Bradsby, Louisville, Ky., sales- 
man, a two-handicap man, wen 
the association’s trophy. C. C. 
Carter, Carter Hardware Co., 
Carthage, Mo., a N. R. H. A. 
director, was runner-up in the 
main event. Messrs. Benkert 
and Carter were evenly matched 
until the fourteenth hole, which 
Mr. Benkert won. The con- 
tenders were even on the six- 
teenth and seventeenth holes and 
Mr. Benkert went one up on the 
seventeenth. 

Prizes to the amount of $500 
were awarded on Saturday” night 
at the Elms Hotel, following din- 
ner. The prizes consisted of 
golf bags, wrist watches, pipes, 
umbrellas, loving cups, vacuum 
bottles, cocktail shakers, silver 
sets, carving sets, compacts, desk 
sets, electric heaters and cigar 
lighters. Winners were _ per- 
mitted to make their own elec- 
tions from the list of prizes. 

The runner-up trophy won by 
Mr. Carter was donated by the 
Wyeth Hardware & Mfg. Co., St. 
Joseph, Mo. C. W. Sager, Sager 
Lock Works, North Chicago, IIL, 
took the trophy given by Hard- 
ware Retailer for the best net 
score in the qualifying rounds. 

Officers for the ensuing year 
are: President, Edw. O. Faeth, 
president, Stowe Hardware & 
Supply Co., Kansas City, Mo.; 
vice-president, W. H. Foege, sales 
manager, American Steel & Wire 
Co., Chicago, Ill., and R. A. 





Sundvahl, 321 West Randolph 
Street, Chicago, Ill., who was re- 
elected secretary-treasurer of the 
organization. 

Directors elected are Frank E. 
Harwi, Atchison, Kan.; Harry 
Bangert, St. Louis, Mo.; John 
Pritzlaff, Milwaukee, Wis.; retir- 
ing president, N. A. Gladding, 
Indianapolis, Ind.; Wynne Bald- 
win, Springfield, Mo., and Wil- 
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R. A. SUNDVAHL 





liam B. Dodge, New Britain, 
Conn. 

At the meeting a suggestion 
was made that future meetings 
be held in May instead of Sep- 
tember. The suggestion was 
passed over to the board of di- 
rectors, as it was opposed by a 
number of members present. 


JOY IS PRESIDENT, 
REPUBLIC METALS, INC. 


Republic Metals, Inc., 2222 
West Forty-ninth Street, Chi- 
cago, Ill., has recently entered 
the field as distributors of sheet 
metals, fabricated metal prod- 
ducts and roofing in the Chicago 
district. A warehouse is main- 
tained at the same address as 
the office, where a complete line 
of galvanized and black sheets, 
copper sheets, zinc, tinplate and 
Certain-teed roofings is carried. 

Officers of the firm formerly 
comprised the metal sales divi- 
sion of the Republic Metalware 
Co., Chicago, Ill., Buffalo, N. Y., 
and Brooklyn, N. Y. That divi- 
sion of the Republic organization 
was discontinued recently. Wal- 
ter J. Joy, formerly Chicago 
sales manager for the Republic 
Metalware Co., is president, 
while E. E. Olson and E. F. 
Mahlberg, salesmen of the above- 
mentioned company, are vice- 
president and secretary, respec- 
tively. 
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CHAPMAN RETURNS TO 
STOWE HDW. & SUPPLY 


C. C. Chapman, for many 
years associated with the Stowe 
Hardware & Supply Co., Kansas 
City, Mo., has returned to that 
company. Several years ago he 
resigned his position as general 
sales manager of the Stowe or- 
ganization to go to Texas in con- 
nection with the settlement of aa 
estate. The estate involved the 
operation of a hardware store 
and Mr. Chapman took charge 
of the retail business. 

He is now assistant to the 
president, Edw. O. Faeth, and 


has charge of sales. 





HIGHTOWER REPRESENTS 
ROBESON-ROCHESTER 


J. M. Hightower, 2709 W. 
Twentieth Street, Oklahoma City, 
Okla., now represents Robeson- 
Rochester Corp., Rochester, N. 
Y., in Oklahoma, Arkansas and 
Texas. For the past five years 
he represented Remington Arms 
Co., Inc., New York City, in 
Oklahoma. 


PUT TWO PLANTS BACK 
ON FULL TIME SCHEDULE 


An official of Oneida Commu- 
nity, Ltd., Oneida, N. Y., manu- 
facturers of silverware, states: 
“We have gone on full time in 
our main flatware plants, both at 
Sherrill, N. Y., and in Canada. 
We are still running part time 
in our cutlery and hollowware 
plants, where inventories have 
not yet been reduced.” 





J. V. REED PASSES 


James V. Reed, vice-president, 
J. B. Williams Co., Glastonbury, 
Conn., shaving soap manufactur- 
ers, died in Yonkers, N. Y., Sept. 
19. He had been with the Wil- 
liams organization for 45 years 
and was very well known in the 
hardware trade. 





U. S. RADIO, TELEVISION 
DISTRIBUTORS MEET 


The radio industry presents 
one of the bright spots in pres- 
ent business conditions, J. Clarke 
Coit, president of the U. S. 
Radio and Television Corpora- 
tion, declared in an address to 
more than 100 of the corpora- 
tion’s distributors at a meeting 
held in the factory at Marion, 
Ind., Sept. 12. Four new sets 
were announced and exhibited at 
the meeting. 

J. P. Rogers, secretary-trea- 
surer of the corporation, was in 
charge of the meeting and _ in- 


Arthur Case, vice-president in 
charge of production, discussed 
the manufacturing phase, and 
emphasized the extreme care 
taken to produce as perfect a job 
as possible. 


W. H. BISSELL DIES 


William H. Bissell, 47, Pacific 
| Coast manager, Wickwire Spen- 
cer Steel Corp., New York City, 
was killed in an airplane crash 
at the Oakland, Cal., airport, 
Sept. 16, as he was leaving for 
a business trip to Portland, Ore. 
He had been with the Wickwire 
Spencer organization for the past 
seven years, being in charge of 
the company’s Far Western op- 
erations for the past two years. 





MEA NAMES TEMPORARY 
OFFICERS FOR BOTH 
GROUPS 


Manufacturer and wholesaler 
members of the Motor and Equip- 
ment Association have named 
temporary officers and directors 
for the two new associations 
which will officially come into ex- 
istence on Jan. 1, 1932, as a re- 
sult of the reorganization of the 
present M. E. A. into separate 
but coordinated manufacturers 
and wholesalers associations. 

Officers of the association are: 

President, George L. Brunner; 
vice-president, David Beecroft; 
secretary, C. C. Secrist, and 
treasurer, C. H. Barr. A. H. Eich- 
holz has been named general 
manager. Officers of the Motor 
and Equipment Wholesalers As- 
sociation are: President, E. T. 
Satchell; vice-president, W. R. 
Crow; secretary, A. V. Hall, and 
treasurer, E. R. Seager. B. W. 
Ruark has been named general 
manager. 
These officials have been given 
the responsibility of completing 
details of organizing their re- 
spective associations and will 
hold office until Jan. 1, 1932, at 
which time permanent officers 
and directors for the year will 
take over the reins. Permanent 
officers will be named at the an- 
nual M. E. A. convention to be 
held in Atlantic City, Dec. 7 to 
12, during the week of the second 
joint trade show of the M. E. A. 
and N. S. P. A. Both groups 
have named nominating commit- 
tees which are charged with the 
responsibility of presenting mem- 
bers of their respective associa- 
tions with slates of permanent 
officers and directors to be voted 
upon at the December convention. 
By-laws for both associations 
have been approved by the re- 
spective boards of directors and 
have been referred to council for 
drafting into final and completed 
form. 





(From Our Washington Bureau) 


The Federal Trade Commission 
has approved an application of 
the electrical wholesalers’ indus- 
try for a trade practice confer- 
ence to discuss ways of eliminat- 
ing unfair trade practices said 
to be prevalent in the business. 
This is the first of the fall con- 
ferences to be authorized by the 
commission. Commissioner 
Charles H. March will preside. 

The industry has suggested 
that the meeting be held in Cin- 
cinnati in November, but as yet 
no definite place and time have 
been determined. 

Members of the industry apply- 
ing for the conference do in ex- 
cess of 60 per cent of the volume 


GALLAGER HURT AT 

LEGION CONVENTION 

Charles F. Gallager, Great 
States Lawn Mowers, chairman 
of the entertainment committee 
of “The Nutmeggers,” was seri- 





Cc. F. GALLAGER 


ously injured while attending the 





convention of the American Le- 
gion in Detroit, Mich., last week. 
Letters will reach Mr. Gallager 





Electrical Wholesale Trade Will 


Confer on Unfair Practices 


of wholesale electrical business in 
the United States. The annual 
volume is estimated at $500,000,- 
000. The members handle such 
commodities as wiring and con- 
struction materials for electrical 
transmission and for producing 
light, heat and power; appliances 
for generating electricity; radio 
sets, tubes and batteries, electric 
fans, washers, vacuum cleaners, 
irons, ranges, refrigerators and 
the like. 

Among practices proposed for 
discussion are false advertising, 
intérference with a competitor’s 
business, selling goods below 
cost, price discrimination, com- 
mercial bribery, secret rebates 
and repudiation of contracts. 





and wholesaler are shown in the 
book. Catalog is printed on high 
quality paper stock and is in- 
closed in a stiff cover of good 
grade. 

The net price service list is 
loaned to the stores to which the 
catalog is sent. As new price 
service lists are issued the older 
one is collected by the Smith 
organization, Each price quoted 
is keyed to the stock number in- 
dicated in the catalog. 


“DESIGN IN INDUSTRY” 
BEGINS VOLUME TWO 


Announcement is made of the 
undertaking of a second year of 
“Design in Industry,” the month- 
ly bulletin annotating the cur- 
rent literature on industrial de- 
sign, which is sponsored jointly 
by the Newark Public Library 





at Harper Hospital, Detroit, 
Mich. , 

CHAS. J. SMITH ISSUES 
CATALOG, PRICE SERVICE 


Chas. J. Smith & Co., 410 
Communipaw Avenue, Jersey 
City, N. J., has issued its 1932 
general catalog and October, 
1931, net price service. Catalog, 
which comprises more than 375 
pages of data, is profusely illus- 
trated. Many lines are illus- 
trated in actual colors. Items are 
described as to size, quality, fin- 
ish, quantities, etc. Catalog is 
intended as a complete and up-to- 
date reference book of standard 
hardware, tools, housefurnishings 
and cutlery. The company’s 
policy of selling only to the hard- 
ware dealer is indicated in the 


catalog. Terms are clearly in- 
dicated on a_ separate page. 
Recommendations of the _ hard- 





ware council to both the retailer 








troduced the various speakers. 
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and the Newark Museum. With 
the appearance of its current is- 
sue, “Design in Industry” com- 
pletes its first volume of twelve 
issues. Because of the increased 
demand for it and in order to 
cover partially the expense :n- 
volved in publication, a yearly 
subscription of one dollar will 
replace the present § mailing 
charge of twenty-five cents. To 
residents of Newark the publica- 
tion will continue to be sent free 
of charge. 

Undertaken a year ago as an 
experiment, “Design in Industry” 
quickly won a cordial reception 
and proved its usefulness tu 
workers in the field of applied 
arts. Requests to be placed 
upon the mailing list have come 
from all parts of the country and 
from Europe, and with them have 
come correspondence attesting to 
the concentrated use to which the 
bulletin has been placed. 


HARDWARE AGE. 
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Late Developments 
Create Better 
Sentiment 


New York, Oct. 1.—Although 
a difference of opinion exists in 
the hardware trade as to the ef- 
ficacy of recent developments in 
bringing about a business recov- 
ery, reports from leading market 
centers indicate that many fac- 
tors believe the foundation is 
now being laid for better times. 
As a consequence, a_ better 
sentiment prevails. Much confi- 
dence is being placed in the 
prospects for a firming up of the 
price structure, as advancing 
quotations on wholesale com- 
modities now appear probable. 

Unseasonable weather in most 
of the trade territories continues 
to retard the movement ‘of fall 
merchandise. Staple lines are 
moderately active. Orders for 
holiday goods are being placed in 
restricted volume, as dealers are 
apparently anxious to await de- 
velopments before committing 
themselves. Canning equipment 
is enjoying an excellent demand 
and shortages of preserving sup- 
plies are being encountered. 

Fewer price declines are being 
announced, and for the most part 
prices are firming to a slight ex- 
tent at the low level recently es- 


tablished. 


Wholesale Price Index 
Had Upward Trend in August 


The downward movement of whole- 
sale prices which was halted in July 
took a slight upward trend in August, 
as shown by the index number as com- 
puted by the Bureau of Labor Statistics 
of the United States Department of 
Labor. This index number, which in- 
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cludes 550 commodities or price series 
weighted according to the importance 
of each article and based on the aver- 
age prices for 1926 as 100.0, was 70.2 
for August, an increase of three-tenths 
of 1 per cent over July having an in- 
dex of 70.0. When compared with Au- 
gust, 1930, with an index of 84.0, a 


- decrease of 16 1/3 per cent has been 


recorded. 


Sales of Paint in First Seven 


Months of 1931 Show Drop 


The United States Department of 
Commerce reports that according to a 
census of 588 manufacturers the total 
sales of paint, varnish and lacquer 
products during July amounted to $22,- 
678,646, against $29,263,435 and $38,- 
031,846 for the two preceding years. 
Of these, 315 establishments reported 
classified sales of $15,187,523, divided 
into $8,843,599 trade and $6,268,837 in- 
dustrial sales; in 1930 classified sales 
of $19,673,358, which consisted of $10,- 
927,263 trade and $8,503,453 indus- 
trial; in 1929, classified sales of $25.,- 

5,328, consisting of $12,905,148 trade 
and $12,800,677 industrial. 

During the first seven months of the 
year the total sales equaled $184, 
523,844 as compared with $229,110,495 
in 1930 and $270,205,997 in 1929. Of 
these, $124,431,211 were classified, $74,- 
465,173 being trade sales and $49,128,- 
475 industrial; in 1930 a total of $157,- 
759,203 were classified, divided into 
$90,437,959 trade and $65,748,378 in- 
dustrial, and in 1929 the classified 
equaled $185,401,285, consisting of 
$96,867,750, being trade and $87,211,- 
229 industrial. 


August Sales of 39 Chains 
Declined 6.15 Per Cent 


Sales of 39 chain store systems for 
August were 6.15 per cent lower than 
the results for the same month of last 
year, aggregating $281,571,770, against 
$300,028,072. The sales were also a 
large drop from July when $305,526,559 
was reported, in itself a decline of 2.6 
per cent from July, 1930. 


Credit Conditions Satisfactory 
During First Half of 1931 


Current obligations in the form of 
open credit and installment accounts 
continued to be paid in orderly man- 
ner during the January-June period of 
the current year, while new obliga- 
tions were assumed in the same pro- 
portion to cash sales as formerly, ac- 
cording to the third semi-annual retail 
credit survey just made public by the 
Department of Commerce. 

The facts set forth in this report, 
based on returns received from 483 
retail establishments, in 25 cities, repre- 
senting seven lines of retail business, 
show that current obligations in the 
form of open credit and installment 
accounts continued to be paid in an 
orderly manner and new ones assumed 
in the same proportion to cash sales 
as formerly. 


Price Is Sharply Reduced On 
Premier Duplex Cleaner 


The most comprehensive national 
selling campaign ever to be conducted 
on Premier Electric Vacuum Cleaners 
was announced recently by The Premier 
Vacuum Cleaner Co., Cleveland, Ohio, 
for the months of October, November 
and December. 

An» effective money-saving appeal 
with “Save $10.50!” as the keynote, 
has been made possible by a substan- 
tial price reduction on the highest 
priced model in the Premier line, 
known as the Premier Duplex, Model 
99. On Oct. 1 this model, which until 
then had never been sold for less than 
$60, was reduced to $49.50. The re- 
duction of $10.50 was brought about 
through a combination of new money- 
saving manufacturing methods and 
other savings due to lower costs of raw 
materials. 

Prices on other Premier models re- 
main the same, the Premier Junior, 
Model 98, listing at $37.50 and the 
Premier Spic-Span electric hand-type 
cleaner at $15.50 complete with its 
moth-repelling or deodorizing and blow- 
ing accessories. Prices on the Pacific 
Coast and in Canada are slightly 
higher. 
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Basie Business Indicators for Week Ended Sept.19 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 











Weekly Average 1923-1925, Inclusive=100 


In contrasting the trends of the charts appearing- below with those which were published a week 
ago, advancing tendencies are apparent in building contracts, steel ingot production, wheat re- 
ceipts, cotton receipts, Detroit factory employment, business failures, bank debits outside New 
York City, and money in circulation. ‘Practically unchanged trends are shown in freight car load- 
ings, Fishers’ wholesale price index, iron and steel composite price, time money rates and call 
money rates, The remaining indicators reflect declining trends. In summation, eight are up- 

ward, eight downward and five are unchanged. 
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(Chicago Office of HARDWARE AGE) 

Cuicaco, Sept. 29. 
OBBING and retail sales of hard- 
ware and allied lines in the Chi- 
cago district during September, 
have made some gain. Even the cau- 
tious buying now ruling has moved 
from factory and wholesale stocks a 
heavy volume of fall seasonables. A 
long and belated heat wave has held off 
the emergency cold-weather buying 
which usually features late September, 
but the same warm spell has matured 
the corn crop, and has swept out the 
last remnants of summer stocks from 

merchants’ shelves. 


REPAIR SHOPS BUSY 


Stores featuring shop-work and re- 
pair departments report better than 
normal activity in these lines. The 
sales of replacement parts are gener- 
ally very profitable, and labor charges 
should at least break even, or, in most 
periods, show a profit on labor costs. 
Successful repair departments are ad- 
vertised in times like these, and reap 
the benefit of the prevailing search for 
economies. Many “leads” are found in 
shop repair work, for the later sale of 
new washing machines,. implements, 
mowers, pumps, etc.—to replace old 
equipment which is now being fixed up 
to serve its last “stretch.” 


COMMODITIES STABILIZING 


Of course, the “blue” news of re- 
cent days in finance and investments 
has further affected values of the 
“overstock” commodities such as cot- 
ton, wheat, copper and rubber, which 
have again established new low price 
records. Yet the stability of composite 
commodity prices is the most encour- 
aging feature of all recent news. In 
the face of excess production and small 
demand in nearly all lines, commodity 
price averages since May have declined 
very slightly. They stand now at the 
lowest mark since the war, and about 
equal to 1913, indicating nearly com- 
plete deflation of the more basic values. 
It is well recognized, however, that 
many finished products have not yet 
reached or approached their proper 
share of the final mark-down. It is 
evident that the leveling off and the 
steadying of such prices as_ have 
reached very low marks will permit in- 
dustrial companies to avoid to a con- 
siderable extent the inventory losses 
which constituted an important factor 
in unfavorable earnings’ statements of 
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the past year and a half. Any definite 
strengthening probably would stimu- 
late purchases to replenish depleted in- 
ventories. 


EMPLOYMENT GAINS 


Last month recorded the first in- 
creases in industrial employment and 
in payrolls in Chicago factories since 
August, 1929. A 1 per cent employ- 
ment gain and a 0.3 per cent payroll 
increase. were shown in figures released 
by the Illinois department of labor. 


CREDIT AND COLLECTIONS 


Credit conditions in general have not 
changed materially during the second 
and third quarters. Collections are 
holding up fairly well, but complaints 
are freely made that the low prices 
of grains, fruits and other produce are 
interfering with retail collections. 
However, the merchant who persists in 
strenuous efforts with his outstanding 
accounts seems to be getting the money, 
while others are discussing the weather 
and the low prices. 


TRADE NEWS ITEMS 


Manufacturers of mechanical leather 
goods, belting, etc., report prices down 
to bedrock after many months of short 
demand and strenuous competition. 
Packers’ hide prices, which underly the 
leather markets, have seen wide fluc- 
tuations this year. They were at 6 cents 
in February, 10 cents in May, 8 cents 
in June, 124% cents in July, and re- 
cently have settled back to about 714 
cents. Shoe factories are reported to 
have done much recent speculative buy- 
ing. The upward price bulges in hides 
did not greatly affect finished leather 
goods prices, so the recent lowerings 
are likely to have little effect on fin- 
ished lines. 

A new felt and rubber renovating 
pad, at 50 cents retail, for cleaning 
wallpaper and kalsomine, is selling 
largely for fall housecleaning. This 
has a short handle for wall work and 
an extension handle for ceiling work, 
and is said to clean more speedily, 
more thoroughly and with less muss 
than previously popular cleaners. 

File prices are being held steady by 
the leading manufacturers, though 
some of the smaller factories have 
made concessions to tempt larger or- 
ders. First grade brands continue at 
50 per cent to 50-10 per cent, with 
competition grades down to 65 per 
cent discount. 

A competitive situation on rubber- 


Fall Lines Are Moving Out; 
Collections Hold Up Fairly Well 


covered insulated wire has brought a 
74% per cent reduction on No. 14 wire 
only, reaching the lowest price ever 
recorded. Other sizes have not been 
affected. 

Active selling electrical lines are dry 
cell batteries, radio batteries, electric 
heaters and flexible desk lamps. 

Sporting goods departments report a 
very large demand for footballs to re- 
tail at $1.00 each, also for metal valve 
footballs to retail for $1.50 to $2.50. 
Dealers evidently expect sales on these 
items to continue active, as reorders are 
being placed very liberally. 

In kitchen supplies there is activity 
on oven glassware, enameled and alu- 
minum roasters, food and meat chop- 
pers, and on cast-iron and hollow-ware 
utensils. 

Because of large crops and low prices 
of fruits, there is an unusual demand 
for crushers, fruit presses and wine 
presses. 

Bird-cage and stand outfits are also 
increasing sellers for the fall season. 





August Building Construction 
Declined 3.4 Per Cent 


A recent survey made by S. W. 
Strauss & Co. reveals that building 
permits in all of the cities and towns 
covered by the study amounted to 
$110,078,954 in August, a decline of 
3.4 per cent from July of this year, 
when the volume was $113,957,349 for 
the same communities. 

As a group the twenty-five cities re- 
porting the largest volume of permits 
for the month showed an increase of 
12.90 per cent from July and a decline 
of 17 per cent from August last year. 
Eleven of the cities made individual 
gains over August, 1930—New York, 
Cincinnati, Washington, D. C.; Bos- 
ton, San Francisco, Jersey City, In- 
dianapolis, Racine, Newton, Worcester 
and Denver. Seven of these twenty- 
five cities registered advances over Au- 
gust, 1929—Washington, D. C.; Jersey 
City, New Haven, Racine, Newton, 
Worcester and Denver. 

The twelve leading States in the Au- 
gust survey, with volume of permits, 
were: New York, $38,001,785; Cali- 
fornia, $9,369,102; Ohio, $6,987,135; 
Massachusetts, $6,055,911; Illinois, $4,- 
830,616; Pennsylvania, $4,792,473; 
New Jersey, $4,706,601; Wisconsin, 
$4,076,361; District of Columbia, $3,- 
375,650; Texas, $2,983,510; Connecti- 
cut, $2,716,485; Michigan, $1,967,247. 
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New Or.Eans, Sept. 29. 


GAIN of 462,446 short tons in 
A waterborne coastwise receipts 

in 1930 over 1929 is shown in 
the report of the United States army 
engineers for the Port of New Orleans, 
just made public. The total 1930 re- 
ceipts was 2,446,472 tons. 

The gain is almost entirely made 
up in petroleum, which showed a net 
gain for the year of 603,860 tons. The 
port during 1930 showed a net gain 
of 135,451 tons in wheat exports and 
a gain of 64,272 tons in sulphur ship- 
ments by water to the interior. 


WATER COMMERCE GAINS 


Three hundred and twenty inland 
watercraft having a tonnage of 123,435 
arrived at the Port of New Orleans in 
August—an increase of 91 vessels and 
39,723 tons over the August, 1930, 
figures, the Board of Port Commission- 
ers announced this week. 

Twelve hundred and forty-five ves- 
sels used the Industrial Canal during 
the month. Their total tonnage was 
416,393, representing a gain over last 
year’s figures of 394 vessels and 95,- 
510 tons. 

Banana imports for the month totaled 
1,344,739 stems—a gain of 5529 stems 
A total of 203 sea-going vessels arrived 
in August in the port and 202 de- 


NEW YORK 


New York, Sept. 29. 


ECENT developments have served 
R to make metropolitan whole- 

salers of hardware and kindred 
lines more optimistic over prospects for 
the coming months. Business, so far 
this month, has failed to reflect the 
usual seasonal increase, probably due 
to the mild weather prevailing, and 
current sales are about on a par with 
those recorded during August. This 
fact, however, has not prevented the 
majority of local jobbers from taking 
cognizance of recent developments, 
which, they believe, will ultimately have 
a beneficial and stimulating effect on 
general business. Many express the 
opinion that recent happenings have 
demonstrated that the cycle of readjust 
ment which must precede recovery fol- 
lowing every business depression has 
about been completed and that steady 
improvement can soon be logically ex- 
pected. One wholesaler expressed the 
belief that in his estimation the actual 
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parted. The aggregate tonnage of 
arrivals was 808,505. More than half 
of the arrivals were American vessels, 
the total being 105. Honduras was 
second with 32, Great Britain was third 
with 13. 


NEW SHIP SERVICES 


An agreement for joint steamship 
service between New Orleans and Euro- 
pean ports—with two sailings monthly 
to Dunkirk, Oslo, Gothenburg, Copen- 
hagen and Danzig—has been approved 
between the Wilhelmsen Line and the 
Swedish-American-Mexico Line, accord- 
ing to advices received last week. 

Bids for the construction of two new 
“Seatrains”—ocean-going car-ferries— 


‘to operate between New Orleans and 


Havana, Cuba, and possibly to some 
central American country, were opened 
last week by the Oversea Railway Inc., 
of New Orleans. Bids totaled $3,000,- 
000. 

BUILDING PROJECTS 


The way has been paved for the im- 
mediate start of work on modernizing 
the old French Market. The Orleans 
Parish Levee Board agreed to pay the 
city $200,000 for the right of way along 
North Peters Street for the new 
Dumaine Street levee. It will be neces- 
sary to demolish most of the old fish 
section. 





recovery has been under way for some 
time, but that it is difficult to realize the 
true facts with so many adverse factors 
obscuring the view. 


SEE HOPEFUL SIGNS 


While opinion is varied on the ques- 
tion, most well informed wholesale 
executives seem to feel that basic fac- 
tors are finally rounding up into better 
shape. As a result, they are exhibiting 
a degree of confidence rarely encoun- 
tered during the past two years. Some 
hazard to predict that the wage reduc- 
tions instituted recently by leading fac- 
tors in the steel industry, will gradually 
extend into other industries, where 
wages have not as yet been adjusted to 
present conditions, and that many em- 
ployers will be willing to expand oper- 
ations when less expensive labor is 
made available. The proponent of this 
thought declared that he knew of home 
owners who would paint their homes, 








Many Building Projects Are Underway ; 
Water Commerce Increased in August 


The cornerstone for the new $500,- 
000 Flint Goodridge Hospital—the 
medical unit for the new Dillard 
Memorial University (for colored) to 
cost $2,000,000—will be laid Oct. 25, 
Bishop R. E. Jones, chairman, an- 
nounced. 

Gentilly Road—where the Old Span- 
ish Trail from the East enters New 
Orleans—is to be widened to 40 feet 
from Peoples Avenue, where the trans- 
continental highway enters the city 
proper, to Broad Street, giving direct 
access to a double boulevard entirely 
through New Orleans. 

Eleven hundred and forty-one miles 
of Louisiana highways were surfaced 
in 1930, giving the State a total of 
7549 miles of good highways, accord- 
ing to figures just made public by the 
United States Bureau of Public Roads. 


BRIDGE WILL COST 
13 MILLION 


A $5,000,000 saving in the cost of 
constructing the Public Belt bridge 
across the Mississippi River at New 
Orleans Was indicated when bids for 
the structure, the cost of which had 
been previously estimated at $19,000,- 
000, were opened in City Hall. Con- 
tracts will total $13,000,000.—Bureau 
of New Orleans News. 


Sales Remain at August Level 
Better Trade Sentiment Noted 


if painters could be procured for a 
reasonable wage, but who believe the 
present union scale too high. It was 
pointed out in this connection that the 
same obstacle has served to retard 
building projects. Also that savings 
bank deposits indicate an abundance 
of money is on hand to facilitate recov- 
ery, once the general public drops the 
over-cautious attitude now predominat- 
ing. 

CANNING SUPPLIES LIVELY 


As was freely predicted prior to the 
opening of the season, the demand for 
canning and preserving equipment of 
every description has been the best in 
years. A combination of low priced 


sugar and abundant fruit and vegetable 
crops, coupled with the need for econ- 
omy has created a greater demand than 
some manufacturers of canning sup- 
plies, especially makers of glass jars, 
In fact, 


have been able to supply. 
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shortages are rather numerous through- 
out the entire line. 


CURRENT ORDERS 


The average order being received 
specifies the type of merchandise re- 
quired for immediate needs in only 
large enough quanties for a compara- 
tively short period of time. Little sea- 
sonable merchandise is moving as the 
weather has not been such that it would 
stimulate the consumer call. It is 
thought that considerable business will 
develop in fall lines with the first few 
days of real autumn weather, as not 
many dealers are believed to be pre- 
pared with adequate stocks to meet 
even nominal seasonal consumer needs. 


KANSAS CIT 


(Kansas City office of HARDWARP AGB) 
Kansas City, Sept. 29. 


HILE business in the sales de- 

partment of Kansas City 

wholesale houses is not as 
brisk as it should be, collections are 
pretty good. The report is that collec- 
tions are so much better just at this 
time than sales there is good reason for 
real optimism, as it shows that dealers, 
while they may not be buying very 
much, are watching their own book 
accounts and cleaning up delinquent 
accounts. This is putting the dealer 
in better shape and, of course, is not 
conducive to the piling up of mer- 
chandise on the retailers’ shelves. The 
future will probably see a condition 
when dealers will be ordering to re- 
plenish their depleted stocks, and they 
will be in a safer and sounder finan- 
cial condition as a result of the collec- 
tion efforts they are making now. 


PUBLIC IS THRIFTY 


As has been said before, people gen- 
erally are in a saving mood. But even 
the saving campaign on the part of con- 
sumers has made business in some lines 
of hardware rather likely. Seldom if 
ever has there been a greater run on 
equipment for the preserving and can- 
ning of foods. Many dealers say it is 
the greatest in history. 


SCHOOL SUPPLIES 


The public schools, starting during 
the early part of September, have 
given further impetus to certain lines 
of merchandise. 

Local dealers and jobbers have been 
unable to fill the calls for certain types 
of combination locks. One factory, 
making a particular type much in favor 
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Orders for holiday merchandise are 
almost entirely lacking. Whereas in 
normal years, at least twenty-five per 
cent of the business in several impor- 
tant holiday lines is usually booked by 
this time of the year, scarcely any ad- 
vance commitments have been made so 
far this season. This is particularly 
true of such lines as toys, cutlery, 
plated hollowware, flat silverware and 
similar goods favored for gift purposes. 
It is apparently the policy of most re- 
tailers to postpone buying as long as it 
is possible in order to be guided by de- 
velopments. 


STEEL PRICES FIRM 


Following announcement of wage 





among the city’s students, is said to 
be 100,000 locks behind. 

This is the result of a change in the 
handling of the school business in 
locks. It was formerly the custom for 
certain manufacturers to come _ into 
Kansas City and deal rather directly 
with school executives. Every locker 
had to have a padlock and the school 
executive or teacher often was made 
the dealer in locks. He would provide 
the students with locks and take a 
commission for himself. This prompted 
the wholesalers and the Kansas City 
Hardware Club, the latter composed of 
the city’s retail hardware dealers, to 
appear before the school board oppos- 
ing this practice, showing it to be un- 
fair to the hardware dealers. The 
result was that teachers were in- 
structed that they would no longer be 
allowed this privilege. The school 
board was asked to estimate the num- 
ber of padlocks that might be required 
this season. The estimate was far too 
low and when school opened both re- 
tailers and wholesalers were swamped 
with orders for certain types of com- 
bination locks. 


TOY OUTLOOK BRIGHT 


The toy business is, without doubt, 
showing some real promise for the 
future. Toy wholesalers report numer- 
ous orders for future delivery and in- 
quiries on electric trains. Not only 
that, but there is early interest being 
shown in tool chests and erector sets. 
It looks like this business will be fully 
as good or better than for two or three 
seasons past. 

One buyer says he sees a tendency 
to get away from the 5 to 25-cent toys. 
People, he believes, are more inclined 





reductions, both the U. S. and Beth- 
lehem steel corporations on Sept. 24, 
advised local jobbers of an advance of 
20c. on the base price of nails. Prices 
on other wire and steel products were 
also advanced or are quoted firm. Job- 
bers hope that the move will lead other 
manufacturers who have been selling 
their products at figures too small to 
return the cost of production, to ad- 
vance prices to a profitable basis. The 
belief is general in the trade that a 
firmer trend in the price structure 
would do much to relieve the cautious 
feeling evident in most every transac- 
tion. No other changes of importance 
became effective during the past week. 


Collections Better Than Sales; 
Toy Prospects Appear Promising 


to buy worthwhile playthings. The 
wheel goods business is showing some 
early activity along with things already 
mentioned. 

Along with the padlock business is 
the usual run on lunch kits, pencil 
sharpeners, vacuum bottles and other 
items students need at the opening of 
school. Quite a lot of orders are com- 
ing to the wholesale houses from deal- 
ers who have contacted school boards. 
Some such requests are for metal filing 
cabinets and some for outdoor play 
equipment. This shows that retail hard- 
ware dealers are on the job to take 
care of all school requirements and 
promises even more business when 
school athletics get well under way. 

The farm trade is taking quite a lot 
of corn knives. Near Kansas City there 
are not a great many silos, and since 
dairying is important, about 90 per 
cent of the corn crop is put in shocks. 
Pumps are being pulled while it is 
mild as a preparation for winter, and 
this is stimulating the sale of pumps 
and kindred supplies. 

Farmers are buying axes and cross- 


* cut saws as they are getting ready to 


set in on their winter’s supply of wood. 


CURRENT CITY TRADE 


In the city there is quite a business 
in paints and paint brushes. Probably 
more people are doing their own paint- 
ing jobs this fall than ever in a long 
time. Another thing that is lively in 
the city trade is pruning equipment. 
Recently the city forrester has been 
at work trimming up the shrubbery 
around the parks, and this has caused 
the private citizen to get busy on his 
own shrubbery, resulting in good sales. 
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(Cleveland office of HARDWARE AGE) 
CLEVELAND, SEPT. 29. 


HILE hardware business is 
holding to recent volume, 
September has been rather a 


disappointing month in that some sea- 
sonal improvement that was expected 
this month failed to materialize. Re- 
tailers are buying only what they need 
and are holding their purchases to 
about the same volume as their sales. 
Nearly all the business is in merchan- 
dise that is moving currently from re- 
tailers’ shelves. There is not much 
activity in fall goods and very little in 
winter merchandise. 


AUGUST WHOLESALE SALES 


August sales by jobbers in the Fourth 
Federal Reserve District that takes in 
Cleveland and Pittsburgh were 24.8 per 
cent less than during the same month 
last year. Two jobbers out of 14 re- 
ported a gain for the month. August 
business was 9.4 per cent below that of 
July although six jobbers reported a 
gain over the previous month. Sales 
by these jobbers from January to Aug- 
ust, inclusive, were 22.7 per cent below 
the same period last year. Jobbers’ 
stocks in August were 22.5 per cent 
below those in August last year. 


CANNING SUPPLIES 


The outstanding feature of the mark- 
et is the tremendous demand for can- 


TWIN CITigEs 


MINNEAPOLIS, SEPT. 29. 


ESULTS for this year, as far as 
R crops are concerned, are fairly 

well known now in the territory 
served by the Twin Cities. Late rains 
have been of special benefit to areas 
where much dependence is put on pas- 
turage, and where livestock is plentiful. 
A trip of the Secretary of Agriculture 
over the Northwest revealed that in 
some of the States at least there will be 
need of government aid for the people 
in some of the counties. However, this 
total area comprises only about 24 per 
cent of the land area in the ten States 
affected, and only about six per cent of 
the people living in the ten States. 


46 





CLEVELAND 











ning equipment including fruit jars, 
rubber rings, wrenches and preserving 
kettles. This has resulted from the un- 
usually large fruit crop and a heavy 
movement in these goods is expected 
for two or three weeks longer. A short- 
age has developed in fruit jars and 
jobbers are having considerable diffi- 
culty in securing shipments from man- 
ufacturers as fast as needed. 


OTHER ACTIVE LINES 


The opening of the squirrel hunting 
season has stimulated the demand for 
guns and ammunition both of which 
are moving well. Few retailers bought 
guns early in the season and as a re- 
sult, a good volume of business devel- 
oped as soon as guns started to move 
from the retailers’ stocks. Football 
goods are also moving in very good 
volume. Automobile tires continue 
quite active. Jobbers recently have 
been doing a good volume of business 
in small tools for manual training de- 
partments of the public schools. 


PRICE SITUATION 


Prices are fairly steady on most lines 
of merchandise and few price changes 
are reported. The price situation on 
malleable and cast fittings appears to 
have been straightened out by a 20 per 
cent advance. Recently one leading 
manufacturer made a reduction and 
others, while not formally reducing 





CORN CROP VARIES 


While South Dakota corn crop is far 
below the five-year average, North 
Dakota came through with another kind 
of story, having a crop more than three 
million bushels above the five-year aver- 
age. lowa, despite the early predic- 
tions, has more than thirty-eight mil- 
lion bushels of corn more this year than 
last. 


LIVESTOCK MARKET 


The cattle and hog markets are being 
watched with a lot of interest at the 
present time. During the past week 
the receiving points have been holding 
prices down, and this has induced hold- 





Seasonal Gain Has Been Slight; 


Price Changes Are Numerous 


their prices, met the cut. With the ad- 
vance just made, prices are about five 
per cent above those that prevailed be- 
fore the recent cut. An advance of 5 
per cent has been made on brass and 
bronze valves and 10 per cent on iron 
body valves. Manufacturers have re- 
affirmed present prices on wire prod- 
ucts, sheets and bolts and nuts for the 
fourth quarter. The $1.90 per keg 
Weakness still exists in bolts and nuts 
for some time on nails and current or- 
ders have been taken at that price. 
However, jobbers had third quarter 
contracts at lower prices. Mills have 
advised jobbers that all orders against 
the lower priced contracts must be 
placed before Oct. 1, and unspecified 
tonnage will be cancelled on that date. 
mill price has been nominally in effect 
and jobbers are selling these at 73 and 
10 per cent discount, which is supposed 
to be the manufacturers’ price. How- 
ever, the regular jobbers’ price of 73 
per cent” discount is being maintained 
for small lots. ' 


COLLECTIONS 


Collections are slow, although per- 
haps no worse than they have been. 
Many retailers are unable to pay their 
bills because of slow collections from 
their customers and frequently are un- 
able to meet notes when due, notes 
that they have given for payment of 
past due accounts. 


Farm Outlook Is More Favorable; 
General Prospects Appear Improved 


ing of stock to some extent. Every ef- 
fort is being made by all interests to 
provide for the feeding and holding of 
live stock until the markets are more 
favorable. The entire situation is more 
favorable than it was a month ago. 


SOME PRICES HIGHER 


Another encouraging factor is the 
slight advance in butterfat prices dur- 
ing the past month. In dairying areas 
this is bringing a better attitude of 
mind on the part of the public. Poul- 
try and poultry products are also ad- 
vancing. 


(Continued on page 48) 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 








“THE BEST SPORTING 
ARM IN THE WORLD,” 
SAYS A MAN WHO KNOWS 


We take pleasure in presenting a photograph of 
the champion wolf killer of Oklahoma, Mr. Sam 
Laswell. We also take pleasure and pride in pub- 
lishing excerpts from a letter he wrote us. 


“My rifle,” says Mr. Laswell, “‘is a 35 Remington 
Autoloader which, after using many makes 
throughout a period of 26 years, I pronounce the 
best sporting arm in the world. 


“In less than a year I have killed sixteen wolves 
at from 175 to 280 yards from a racing automo- 
bile, a state record for rifle shooting. My state- 





Mr. Sam Laswell, Deputy Sheriff of , Ottawa County, 





and Chief of Police of Afton, Okl ment can be easily verified by communicating with 
wolf killer who uses a 35 Remington Autoloading & a P 9 
Rifle.. the Afton American or any business man in Afton. 









Model 8, Autoloading Rifle 
Retail Price, Standard Grade, $58.10 






Remington. ~ 


.35 REMINGTON 
EXpreSS MUSHROON 
KLEANBORE 





This letter is representative of many that we re- 
ceive about Remington Products. It indicates the 
good will these products command among sports- 
men—a good will that brings profits to dealers who 
push Remington Arms and Ammunition. 








The Greatest Value Ever Offered 


The Remington Standard American 
Dollar Pocket Knife VA PCB PIELE 











© 1931 R. A. Co. 


President 


REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City 


Manufacturers of Arms, Ammunition and Cutlery 








OCTOBER 1, 


1931 










Telephone, Digby 4-2300 









FALL MERCHANDISE 


Fall merchandise is in fair demand, 
although most orders are still on the 
basis of shipments for immediate needs, 
and with but very few futures. Guns 
and ammunition are moving out fairly 
well, and with the opening of the hunt- 
ing season, it is expected that demand 
will show much better in this line. 
Dealers are reluctant to stock up with 
shells, not knowing how the hunters 
will react to the shortened season. The 
general opinion seems to be, however, 
that the total will compare favorably 
with other years. 


GOOD VALUES OFFERED 


Jobbers are offering retailers all pos- 
sible aid in attracting customers, with 
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(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, SEPT. 29. 


| NSEASONABLY hot weather 

has brought the hardware bus- 

iness in this district to a com- 
parative standstill in the last week. 
While retailers have had a belated de- 
mand for some hot weather items, 
most persons are committed to the idea 
that it is too late to make purchases 
of this sort and dealers are not placing 
any additional orders with jobbers. 
Hot weather has also postponéd buy- 
ing of fall goods, and the general 
market is exceptionally dull. There is 
still some movement of fruit jars and 
preserving supplies of all kinds, but 
heavy demand for these items has 
naturally subsided. General move- 
ment of canning goods this season was 
the best in years. Additional interest 
is being shown in hunting supplies, 
but actual activity will be delayed until 
the hunting season is officially opened. 


PRICE CHANGES 


Included in the important price 
changes of the week is an advance of 
10 per cent in all types of malleable 
fittings. There has also been a reduc- 
tion in the Empire line of levels, with 
the No. 1E 24 in. now quoted at $3.50, 
and the 30 in. at $4.75. No. 54E is 
quotable at $3.15 for the 42 in., and 
$3.25 for the 48 in. Slight reductions 
have also been made in the other 
numbers. Garbage cans are lower, 
with No. 65 now quoted by jobbers at 
$10 per doz.; No. 66 at $11, and No. 
67 at $13.50. Most of the manufac- 
turers of lawn mowers have announced 
a new non-breakable unit to be placed 
on the market in the spring, with the 
16 in. size quoted by jobbers at $9, 
and the 18 in. at $9.50. The breakable 





special lines of merchandise, and with 
leaders priced very attractively, even in 
these days of low price levels. Many 
retailers are seeing the advantage of 
making special drives for cash _busi- 
ness, and are finding that aggressive 
merchandising will bring a real reward 
at this time. 


PRICES AND CREDITS 


Prices are holding firm, with no 
changes to report this week. Collections 
are a big problem in the work of both 
retailer and wholesaler. Many of the 
jobbers have men out assisting dealers 
in trying to clean up collections and 
making whatever arrangements can be 
made on open accounts. In many 





parts of this mower are malleable iron 
rather than cast iron, and promise ex- 
ceptional durability. Painting ingre- 
dients are unchanged this week. No 
other price revisions of importance are 
reported. 


INDUSTRIAL CONDITIONS 


Industrial conditions in the Pitts- 
burgh district show a little change from 
August, with steel ingot production 
somewhat lower at 25 to 30 per cent of 
capacity. Blast furnace activity is at 
the lowest point of the year, and has 
reached levels comparable to the sum- 
mer of 1921. Steel finishing mills are 
running at about the same rate which 





communities, accounts will simply wait 
over for the results of next year’s crop. 
In dairying sections, progress is being 
made in collections, as well as in cur- 
rent trade. 


GENERAL SENTIMENT 


Optimism continues in the North- 
west, and even if it is a sort of grim 
optimism in some localities, still the 
people believe that this section of the 
country will come back strong. The 
general -outlook for fall and holiday 
trade seems to be improved over the 
prospects of even sixty days ago, and 
with the change toward colder weather 
many lines will without doubt show 
improvement. 


Weather Retards Current Demand; 
Malleable 


Are Higher 


has’ prevailed all month, although out- 
put of sheets and strip steel is lower. 
Pipe mill activity is up somewhat, and 
tin plate production seems to be stab- 
ilized at about, 45 per cent of capacity. 
Little important fourth quarter buying 
of steel production is reported, but 
prices are well held on the same 
amount of going business. The reduc- 
tion in wages by the principal steel 
companies, announced last week, will 
affect approximately 100,000 workers in 
the Pittsburgh district, but the move 
had been generally expected and may 
make for improved sentiment now that 
definite knowledge of a reduction is 
available. 


Fittings 





Department Store Sales Increased Slightly in August 


Department store sales during Au- 
gust reflected a slight gain over the 
preceding month, although by less than 
the usual seasonal amount according to 
a recent announcement issued by the 
Federal Reserve Board. 

The board’s index, which makes al- 
lowance both for the number of busi- 
ness days and for the usual seasonal 
changes, was 90 in August, on the basis 
of the 1923-1925 average as 100, com- 
pared with 91 in July and 95 in June, 
the report showed. 

In comparison with a year ago the 
value of sales for August, according to 
preliminary figures, was 12 per cent 
smaller. There was a decrease for the 
first eight months of the year of 9 per 
cent compared with the same period of 
1930. 

The board’s statement was based on 
reports from 536 stores in 235 principal 
cities of the country. 


By Federal Reserve districts the de- 
clines from August, 1930, to August, 
1931, were as follows: 

Boston, 13 per cent; New York, 12 
per cent; Philadelphia, 13 per cent; 
Cleveland, 16 per cent; Richmond, 8 
per cent; Atlanta, 12 per cent; Chi- 
cago, 9 per cent; St. Louis, 8 per cent; 
Minneapolis, 10 per cent; Kansas City, 
17 per cent; Dallas, 16 per cent; San 
Francisco, 10 per cent. 

Decreases by districts for the first 
eight months of the year as compared 
with the same period of 1930 were: 

Boston, 8 per cent; New York, 7 per 
cent; Philadelphia, 9 per cent; Cleve- 
land, 10 per cent; Richmond, 4 per 
cent; Atlanta, 9 per cent; Chicago, 11 
per cent; St. Louis, 11 per cent; Min- 
neapolis, 6 per cent; Kansas City, 8 
per cent; Dallas, 12 per cent; San 
Francisco, 9 per cent. 
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MB (aicut) an oLp FARMHOUSE 

SKILFULLY REBUILT. CARE- 
FUL ATTENTION TO DETAIL HAS 
SUCCESSFULLY BLENDED THE NEW 
WITH THE OLD. POPE & MANNING, 
ARCHITECTS, WILMINGTON, 
DELAWARE. 


WH (ricHT—BsELow) sARGENT 

HARDWARE ITEMS APPRO- 
PRIATE FOR THE REMODELED 
RESIDENCE ABOVE. THIS IS BUT 
ONE OF MANY COLONIAL DE- 
SIGNS MADE BY SARGENT— 
AUTHENTIC REPRODUCTIONS OF 
MASTER DESIGNS, 


REMODELING SUPPLIES 


TO LARGER SALE S 


Wuite new home construction marks time, the remodeling and refurnishing 
of old homes is gaining impetus because of economies now obtainable in 
materials and labor. In every neighborhood reconstruction operations offer 
numerous opportunities to Sargent dealers for increased sales. Owners, 
architects, masons, carpenters, painters and decorators are working as one 
—to transform the old and decrepit into the new, useful and beautiful. 

Locks and builders’ hardware are important items in any remodeling 
undertaking. If a house is worth doing over at all, it is worthy of the best 
in hardware—Sargent designs in solid brass or bronze. Sargent offers styles 
adaptable to every type of architecture, whether the quiet beauty of the 
Colonial, the colorful charm of the Spanish, the exotic splendor of the 
ultra-modern, or the strictly commercial. 

With the Sargent line to back your every statement it is a compara- 
tively simple matter to convince a prospect that the slight extra cost of 
quality is an investment which will prove an eventual economy—and the 
architect will back you up. Moreover, it is to your advantage to buy from 
a manufacturer who produces the most varied and complete line of builders’ 
hardware. Orders can be placed for every need from this one source and so 
conserve buying effort and shipping expense. Sargent Locks and Hardware 
are obtainable from the leading distributors. Sargent & Company, New 
Haven, Conn.; New York; Chicago; Belleville-Sargent & Company, Ltd., 
Belleville, Ontario, Canada. 


ISARGENT) 


Locks AND HARDWARE 
OCTOBER 1, 1931 
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BOsTo 


(Boston office of HARDWARP AGE) 
Boston, Sept. 29. 


HELF hardware jobbers say that 
. September, all things considered, 

will make a satisfactory showing 
so far as bookings go. During the past 
week unseasonably warm weather was 
experienced on certain days and rain 
on others, both of which checked the 
flow of business somewhat, but not suf- 
ficiently to materially change the final 
standing of September. The feeling 
persists among jobbers that business 
will quicken perceptibly in October, 
providing weather conditions are sea- 
sonable. 


ACTIVE LINES 


Current retail buying embraces not 
only fall merchandise, but standard as 
well. In contrast with other sections 
of the country, canning accessories 
have not sold particularly well so far 
this season, and fireplace accessories 
have been backward up to date. On 
the other hand, there has been a re- 
markably good movement of stove pipe, 
elbows, coal hods, coal shovels (both 
large and small), and the other items 
associated with heaters and furnaces. 
The sale of such articles is all the more 
noteworthy in view of the announce- 
ment that oil heaters are enjoying the 
most active season noted in New Eng- 
land. 


BUILDERS HARDWARE 


It is a foregone conclusion that New 





RosweE t, N. M., Sept. 29. 


r NHE beginning of cotton picking 
in eastern New Mexico and the 
south plains of Texas is a factor 

which will make a seasonal increase 
in the volume of trade. While the price 
per pound is low, the aggregate 
amount of money brought into the ter- 
ritory will run into the millions. For 
instance, in Chaves County, of which 
Roswell is the county seat, a county 
with a population of 19,000, the income 
from cotton will exceed a half million 
dollars on the irrigated farms. There 
is in this particular territory little 
money borrowed against the corp, so 
that the grower will have funds to meet 
his needs for the next few months. 
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September Showing Considered Satisfactory ; 


General 


England 1931 building statistics, so 
far as they relate to home construction, 
will not measure favorably with recent 
years. Building materials of all kinds 
have been and are remarkably low, and 
the constructor expects to buy builders’ 
hardware for little or nothing. Com- 
petition for business among the mak- 
ers. wholesalers and retailers of build- 
ers’ hardware has therefore been excep- 
tionally keen, with little profit to any- 
body. Just now there is quite a little 
home building going on, but at costs 
ranging from $1800 to $10,000, with 
the $10,000 jobs scarce. 


CREDITS BEING WATCHED 


While the general credit situation 
remains satisfactory, charge accounts 
are being watched closer than ever be- 
fore in the history of the wholesale 
trade. Accounts are not allowed to 
stand long overdue these days, and un- 
less something is paid on account the 
question of further credit is often de- 
cided against the debtor in some form. 
This policy is not based on fears that 
questionable accounts eventually will 
not be paid, but is an effort to keep the 
retail as well as wholesale hardware 
business in a healthy flourishing condi- 
tion. 


WAGE REDUCTIONS 


The announcement of wage reduc- 
tions in the steel industry and in sal- 
aries of automobile manufacturing off- 
cials was received calmly in the hard- 





In the apple growing districts of the 
Pecos Valley of New Mexico, the fruit 
is moving fairly well and is bringing 
some cash to the growers. 


ROW CROPS GOOD 


In the dry farming areas of eastern 
New Mexico and west Texas row crops 
were never better, and while again 
the low price factor is discouraging, 
yet the cash return per acre will almost 
equal many years of higher prices 
because of the large yield this year. 


COLLECTIONS SLOW 


Collections are necessarily slow at 
this time. Farmers are just beginning 
to harvest their crops, and it will be 


Encouraging Signs 


Noted 


ware trade. Most everybody seems to 
have been of the opinion that such re- 
ductions were scheduled sooner or 
later. The fear that wage reductions in 
the building trades and railroad broth- 
erhoods will result in labor disturbances 
is not generally accepted in hardware 
circles. It is pointed out that numer- 
ous wage reductions have been made 
in organized labor throughout New 
England without*a suggestion of strike. 


SEE BETTER TIMES 


Certain of the most successful New 
England hardware houses appear to 
feel that this country and most of the 
European countries will shortly witness 
inflation of values and a rather pro- 
tracted period of prosperity. This feel- 
ing is based on the belief that European 
financial troubles will shortly be a 
thing of the past, and the belief that 
deflation in our commodities has been 
overdone as was the inflation prior to 
1929. 


ENCOURAGING SIGNS 


Notwithstanding all the discouraging 
things one reads about in the daily 
press, New England is not without its 
encouraging developments. Some of 
these developments are of minor im- 
portance, and others are highly im- 
portant, but in the aggregate they dem- 
onstrate that industrially New England 
is slowly forging ahead. They may 
not have a direct bearing on the retail 
hardware dealer, but certainly exert 
an indirect influence. 


Cotton’ Will Stimulate Trade: 


Guns and Ammunition Active 


a few weeks before they can realize 
on them. 


LAMB PRICE FIRMS 


Negotiations for calves and lambs 
from the ranges are increasing, and 
indications are lambs will sell at 5c. 
rather than 4c. which seemed probable 
a month ago, and calves will bring a 
fair price. Calves, lambs and other 
live stock deliveries will not begin for 
six weeks. 


SCHOOLS AND SALES 


The opening of schools has stimu- 
lated the buying somewhat as usual. 
The enrollment in public schools shows 
an increase, indicating that children 
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formerly kept out for farm work in 
the fall are in school this year, leaving 
the work that is to be done for the men. 
Trade has been stimulated materially 
in Roswell by the opening of the term 
at the New Mexico Military Institute, 
which has 500 cadets from throughout 
the United States. 


UNEMPLOYMENT RELIEF 


Efforts to stimulate needed improve- 
ment on buildings and homes in order 
to aid the employment situation give 
promise of getting some results. This 
will result not only in furnishing labor, 
but will add to the volume of retail 


trade particularly in the hardware and 
building material lines. 


SPORTING GOODS, ETC. 


Sporting goods sales, particularly 
guns and ammunition, will show a 
favorable volume compared with other 
years. The continued increase of deer 
in certain areas of western New Mexico 
has so overstocked the range the State 
Game Commission decided it best to 
increase the bag limit from one buck, 
and this season it will be a doe and 
buck. This will augment the number 
of out of State hunters. The season 
begins Oct. 20 and ends Oct. 31. 





General Electric Announces 
New Miniature Mazda Lamp 


A new miniature mazda lamp sales 
plan which offers distributors and deal- 
ers higher compensations and discounts 
ranging from 5 to 7.5 per cent above 
those formerly provided, and calcu- 
lated to remedy the uneconomic fac- 
tors which have grown from changes 
in market conditions and distribution 
channels, was announced Oct. 1 by the 
Incandescent Lamp Department of Gen- 
eral Electric Co. at Nela Park, Cleve- 
land, Ohio. 

The sales plan, which applies both 
to Edison mazda lamps and G. E. 
mazda lamps, follows a twelve-month 
analysis and survey of all phases of the 
miniature lamp business. , 

Briefly, the main objectives of the 
new plan are: 1. To simply operation, 
eliminate waste and reduce selling 
cost; 2. To provide a fair compensa- 
tion for all classes of distributors— 
wholesalers, semi-wholesalers, unit re- 
tailers and chain retailers; and 3. To 
meet changing conditions of distribu- 
tion and utilize more effectively new 
marketing channels. 





Cotton Farmers May Get 
Advance on Stored Crop 
for Picking Cost 


Secretary of Agriculture Hyde has 
authorized warehouse companies in the 
South to advance to cotton farmers hav- 
ing Federal drought relief loans $5.00 
a bale to cover the cost of picking the 
crop if they wish to hold the cotton for 
later sale. Under the Secretary’s ac- 
tion, the warehouses may deduct the 
amount of the advance from the sale 
price of the cotton when it is sold, and 
also interest on the advance, as much 
as necessary of the remainder to go to 
the Government in repayment of the 
loan. 

The Secretary’s decision affects cot- 


1931 


OCTOBER 1, 


ton which is to be stored for later sale. 
He previously authorized a $5.00 ad- 
vance a bale to cover picking costs of 
cotton marketed at once. The new reg- 
ulation gives the same privilege to the 
farmer who does not wish to sell at 
the present market prices. 

Replying to a query from a Georgia 
warehouse regarding the interest on the 
advance, G. L. Hoffman, in charge of 
the Farmers’ Seed Loan Office said, 
“Secretary Hyde has decided that if 
warehouses will make the advance of 
$5.00 a bale to defray harvesting ex- 
penses, the interest on this amount may 
be deducted when such cotton is finally 
sold.” 





August Washing Machine 
Sales Show Gain Over 1930 


August sales of electrical washing 
machines were 8.5 per cent ahead of 
July, 1931, and 6.5 per cent ahead of 
August, 1930, according to the Ameri- 
can Washing Machine Manufacturers’ 
Association, which comprises 27 manu- 
facturers who account for more than 
90 per cent of the country’s output. 
Sales so far this year continue ahead 
of the corresponding 1930 period. 





Chewing Gum Maker Buys 
Two Million Safety Razors 
An official of the William Wrigley, 


Jr., Co. of Chicago has just announced 
the purchase of the world’s largest 
consignment of 2,000,000 safety razors 
and 10,000,000 blades. Approximately 
29 freight cars will be required to 
transport the shipment. 

It is the intention of the chewing 
gum concern to market the razors in 
combination with boxes containing 20 
packages of chewing gum. The razors 
are Gem Micromatics, which usually 
retail for 98 cents apiece. The com- 
bination, it is understood, will be of- 
fered in a specially designed package 
to retail at $1.25. 























Their dependable accuracy, 


durability and  conveni- 
ence have created for 
them a constantly in- 
creasing demand. 
You will find 
them most prof- 
itable. 


Stocked by Jobbers 


THE [UFKIN fpULE C9. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 


Send for Catalog 








Sl 








Genuine Duluth 
Open Display Tables 


No. 5161 $14.2 B. 
WHILE In lots coy 
THEY LAST! 


Regular full size 7 ft. Duluth 
Open Display Tables in Medium 
Oak finish with regular Southern 
White Oak rub rail and panelled 
ends. 

These are regular stock that 
sell for $23.00. Only a limited 
stock at this price and only three 
to a customer. When they are 
gone back goes the price. They 
are 30 and 33 inches wide and 36 
inches high. 

Order now. 
ject to stock. 
each. 


Write for Catalog of Complete Line 


DULUTH 


DULUTH SHOW CASE CO,DULUTH, MINN 


Merchandising 
Installation 


Orders taken sub- 
Single tables $16.00 


Business Analysis 
Store Planning 











Ir’s 
COMING 


The Jobbers’ Convention 
Number of HARD- 
WARE AGE will carry 
the first report of the 
Annual Hardware Job- 
bers’ Convention held in 
Chicago, Oct. 19-23. 
@ Your early space res- 
ervation is cordially in- 
vited. @ The publica- 
tion date is 


OCTOBER 
29 











The Effeet of Personal 





Attitude on Sales 


seen in so many salesmen who 
take everything lightly. It is a 
reflection on the dignity and 
judgment of the customer. You 
owe a certain friendly dignity to 
your own position. 

6. The argumentative attitude 
—-so often reflected in the fellow 
who always has his chin out, 
looking for a chance to force his 
opinion on others. Arguments of 
a belligerent type seldom con- 
vince anyone. Usually, they 
merely stir up antagonisms. 
Steer the sales conversation into 
some other channel to put over 
your point without argument. 

7. The false pretense attitude. 
This is shown by the salesman 
who thinks it clever to mislead 
his customers in order to sell 
them goods. Truth is the founda- 
tion of successful and continued 
selling. There are plenty of 
truths to be told about any good 
article of merchandise. Why 
waste time on untruths? 

8. The insinuating attitude— 
assumed by those who think it 
a good policy to gently rap their 
competitors by means of veiled 
insinuations. Don’t be a knock- 
er, directly or indirectly. Every 


(Continued from page 29) 


knock or insinuation advertises 
your competitor and hurts your- 
self. 

9. The hurry up attitude—the 
one used by the salesman who 
seems to think that his time is 
too valuable for the customer to 
encroach upon; the man whose 
attitude says: “I don’t care 
whether you buy or not, but for 
heaven’s sake, hurry up and 
make up your mind.” Remem- 
ber this: In selling, the only one- 
whose time is to be considered is 
the customer. He gives his time; 
you are paid for yours. 

There are other attitudes that 
make or mar sales, but these will 
give you an excellent groundwork 
on the attitudes to be avoided. 
As a salesman you should try 
always to adopt an attitude which 
disarms in advance the customer 
who may be in an unfavorable 
mood. You should assume an 
attitude that will reflect self-re- 
spect as well as a courteous re- 
spect for others. 

If you do this, selling mer- 
chandise in the retail store will 
be a pleasant and a profitable 
task. 





The Gage of the Wage 


(Continued from page 23) 


doesn’t do the man or the store 
any good. 

“Say what you will (I’m quot- 
ing them), men on commission 
do not develop much personal 
trade. It’s get-’em-in-get-’em-out 
with them. And as for getting 
any stock work out of a commis- 
sion salesman, that’s a joke, said 
they. 

“Then, 


too, commission men 


always reach for the newest 





goods, the easiest to sell, leaving 
the older stock on the shelf. 
This practice makes heavier 
mark-downs and demoralizes the 
store. It creates a tremendous 
unnecessary worry for the boss. 

“Probably straight salary sell- 
ing does cost a little more than 
commission selling. Well, why 
shouldn’t it, they said, when it 
produces so much higher grade 
results? A good paint job costs 
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more than a poor one. Selling 
is no different. You get what 
you pay for.” 

Bob Butler raised his hands 
in despair. “I give up! You 
prove both systems are right, 
then you prove both systems are 
wrong. What’s a fellow to do?” 
e “Maybe you can combine the 
0 two, picking the good points 
s from each. But first I might say 
D the stores that tried to see how 
2 
2 
’ 





low they could hold their selling 
expense usually succeeded—and 
they looked it, too! 

“The better stores insisted the 
; great problem is not getting mer- 
a chandise sold cheaply but getting 
5 it sold right. If the hardware 
) business is to attract and keep 
high-class men it must pay high- 
class wages. There’s no other 
way. 

“A salesman works as well as 
sells. So I would suggest a com- 
bination plan. Pay every man 
a stated ‘working’ wage, varying 
according to the amount of his 
stock work and his general worth 
to the store. Thus a man would 


feel he was being paid to keep 
stock well and give customers 
high-class service. 

“Then pay him a ‘selling’ 
wage, a commission on his per- 
sonal sales, to keep him on the 
jump.” 

“Yes, but how much salary 
and how much commission?” 
Butler inquired. 

“You'll have to figure that to 
fit your own problem, Bob. Per- 
sonally—and I may be all wrong 
—TI think 1 or 2 per cent com- 
mission does not offer sufficient 
inducement, and 7 or 8 per cent 
offers too much. 

“T like about a 4 per cent com- 
mission as a ‘selling’ wage, then 
adjust the weekly ‘working’ wage 
to fit the individual. After you 
have established such a combina- 
tion plan, then the more every 
salesman sells, the more money 
he makes, but the less your sell- 
ing expense percentage will be. 
So everybody’s happy! 

“Oh yes, I almost forgot the 
P.M.’s. Some other day for 
them, Bob.” 





U. S. Wholesale and Retail 
Trade Has More Than 
5 Million Workers 


(From Our Washington Bureau) 


The United States wholesale and re- 
tail trade, except automobiles, em- 
ployed 5,349,432 workers, according to 
the Bureau of the Census. Excluding 
farmers, this is the largest of all 
groups making up the 48,832,589 
workers 10 years and over who were 
reported to be gainfully employed. 
Employes in the wholesale and retail 
trade consisted of 4,121,685 males and 
1,227,747 females. The male workers 
in the wholesale and retail trade rep- 
resented 10.8 per cent of all male 
workers, totaling 38,053,795, while the 
female employes constituted 11.4 per 
cent of the total number of female 
employes in the country, 10,778,794. 

Of the male workers in the whole- 
sale and retail trade, 3,298,977 were 
in the urban population, and the 
female total in this class of population 
was 1,043,218. In the  rural-farm 
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population were 104,271 males and 
31,444 females engaged in the whole- 





sale and retail trade, while 718,437 
males and 153,085 in these pursuits | 
were in the rural-nonfarm population. | 


| 
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Public Construction Totaled 
$82,518,971, Week, Sept. 19 


Contracts for public and semi-public 
construction totaling $82,518,971, em- 
bracing 405 projects in forty-four 
States were awarded during the week 
ended Sept. 19, according to the week- 
ly report of the President’s organiza- 
tion on unemployment. 


Included in the awards reported to 
the organization was State highway 
construction amounting to $4,898,173, 
which is reported on a monthly basis, 
covering projects handled during Au- 
gust. The total of public and semi- 
public construction awards reported to 
Washington since Dec. 1 last now 
stands at $2,463,711,280, it was an- 


nounced. 
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Drop 


Forged and 
Chrome-Vanadium 
Steel, with the 
ARMSTRONG name 
mean strength 
to: tool buyers 


ARMSTRONG-VANADIUM Wrenches embody 
the most effective sales points— established 
strength, improved designs,recognized quality. 
They are longer, lighter, tiiinner, stronger. Their 
thin tapering jaws will take a firm grip where 
other wrenches cannot reach. They are guar- 
anteed not to break or spread. 


Beautiful tools—finished in nickel over copper 
with heads buffed bright—they come on 
attractive boards or in matched sets, in many 
new patterns. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Helder People” 


314 N. Francisco Ave., Chicago, U.S.A. 










Write for Catalog B-27, 
176 pages of Quality Tools 

















The Best Selling Nozzle 
On the Market 


Yeur customers may pay a higher 
price for a hose nozzle, but they 
cannot find one that will give them 
better satisfaction than the well 
known, always reliable DIAMOND. 
That is why the DIAMOND is the 
best selling hose nozzle on the 
market today. Thousands in use 
in every state. 


The Genuine 


e SHERMAN 






NOZZLE 
Is 





Patented 


Made Entirely of Wrought Brass 
Very Strong — Will Not Leak 


It is bigger and stronger than others and free from 
sand holes and flaws. 


Being leak-proof is why it appeals strongly to every 
person who uses a hose about the home, on the garden, 
or in the garage. 


The DIAMOND throws more water and throws it 
farther than competitive nozzles. The spray point is 
always accurately centered to give a perfectly even 
spray. Positive shut-off—straight stream or graduated 
spray to suit requirements. 


Counter Display Carton Makes Sales 










Packed 1 dozen noz- 
zles in an attractive 
Counter Display that 
makes sales and in- 
creases profits. Each 
nozzle wrapped 
in Tarnish- 
Proof _ Paper. 
Keep Supplied. 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 


Battle Creek, Mich. 











Aid Held Turnip Show 
to Help Farmers 


HAT is believed to be the first turnip show 
in Howell County, Mo., was held by C. T. 
Aid of the Aid Hardware Co., West Plains, Mo. 
His idea was to help cheer up those farmers in his 
district, who felt that the drought had hit them 
harder than it had in other sections. He also wanted 
to help charitable institutions at the same time. 
Turnips entered were to be grown in Howell or sur- 
rounding counties, and were to be donated to chari- 
table institutions after the exhibit was concluded. 
There was no entrance fee and seeds could be ob- 
tained from any source. 
For the best twelve turnips a prize of $5.00 was 
awarded to a local high school boy. The second 





HOW ARE YOUR TURNIPS? 


Having sold so many Turnip Seed, we are 
anxious to know how they turned out. We offer 
the following prizes: 


For the twelve best Turnips.......... $5.00 
For the twelve second best Turnips. . . . $3.00 
‘For the twelve third best Turnips...... $2.00 


PRIZES AWARDED SATURDAY, NOV. 15 


The Turnips must be grown in Howell or 
adjoining counties. 

All Turnips in this contest will be turned over 
to the Benevolent Association. 
gap No one allowed more than ONE of the prizes. 

All entries must be in on or before 12 o’clock 
noon, Saturday, November 15th. 

















THIS IS PART OF AN AID HARDWARE CO. AD 


‘ 


and third prizes of $3.00 and $2.00 were awarded 
to older men. Judges were George H. Sasse, head 
of the Howell County Nursery, Prof. Ira Kunkel, 
vocational agricultural department, West Plains 
high school and H. O. Calhoun, local agricultural 
expert. 

Advertisements were inserted in the three local 
newspapers and in six publications in other nearby 
sections. Each entrant exhibited at least a dozen 
turnips and there were 172 dozen on exhibition, 
weighing 4700 lb. Although it rained part of Nov. 
15, the day of the show, and was generally cloudy 
there were a number of people on hand to view the 
turnips, which were piled upon the sidewalk. 

The Aid store sold more than 1000 lb. of turnip 
seed, since the end of the drought. All the turnips 
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exhibited were grown since that time. They were 
judged on the basis of weight, size, quality and 
color. Some of them weighed as much as 614 |b. 
each. One exhibit was a turnip doll, dressed with 
crepe paper ornaments and held together with tooth 
picks. 

Aid Hardware Co. feels that the show created 
good will and helped to dispel gloom on the part 
of some of the farmers. The show did not mate- 
rially increase sales that day, but the store felt 
amply repaid for the trouble involved, in the pleas- 
ure derived by the exhibitors and the spectators. 


Tarpentine Markets 
Survey Now Under Way 


N an effort to determine the exact nature and lo- 
cation of the consuming markets for turpentine, 
the Department of Commerce at the request and with 
the cooperation of the Pine Institute, Inc., is soon 
to undertake a survey of the naval stores industry. 
The survey will be national in scope, taking in all 
important producers, distributors, and consumers of 
turpentine. 

The Industrial Marketing Section of the Bureau, 
which will make the survey, will have the assistance 
of the Bureau’s Chemical Division. The Pine In- 
stitute, Inc., is cooperating with the Department in 
perfecting a questionnaire to be sent to all known 
handlers of turpentine throughout the country. 

In addition to ascertaining the geographical loca- 
tion of the markets for turpentine, the survey will 
seek to determine the season of the year when each 
type of user makes his major purchases and the 
per cent purchased by each used. Information on 
receipts and purchases during 1930-31 will be sup- 
plemented by data on the types of containers used, 
the methods of shipment, and the uses to which the 
turpentine is put. 

“Many handlers of turpentine had assured the 
Department of their cooperation,” F. M. Feiker, 
Director of the Bureau of Foreign and Domestic 
Commerce said in announcing the survey, “and it 
is hoped that all producers, distributors, and users 
of this important product will cooperate. An ac- 
curate analysis of turpentine markets should bene- 
fit the many industries using it, as well as producers 

















and distributors, and result in the elimination of a | 
substantial portion of the waste involved in turpen- | 
tine distribution.” 


OCTOBER 1, 1931 





GRIFFIN HINGES 
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No. 220 Size of Butt — 334 x 34 In. 


N lovely homes 


Where details mean so much 


=¢ GRIFFIN! : 


HINGES 


are found--because they com- 





bine sturdy, practical quality 
with precise uniformity and . 


superior finish. 


(GRIFFIN 


ufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHase Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 














Why not add these new- 
est toys to his 
















\] collection? 


We receive letters from children 
daily listing the large number 
of Arcade Toys they now 
have and asking for some of 
the newest ones they have 
seen but could not get 
locally. 


Inelude these 
in Your Line 





No. 147 Reo Coupe 
Retail $1.00 






No. 259X Mack High Dump 
Retail $1.00 


No.227 Mack Ice Truck 
Retail $1.00 





When making out your Christmas order do not overlook this ve 
latest modern Toy Reo Royale Sport Coupe. The Mack Hig 
Dump is a truck that has tremendous appeal, while the artificial 
ice and ice tongs lend an additional touch of realism to the Ice 
Truck that makes it a very fine seller. Write for our catalog; ask 


your jobber for prices. 
AKRCADE:TAYS 


ARCADE MANUFACTURING COMPANY 


CAST 
tRON 


FREEPORT, ILLINOIS 
BRANCH OFFICES REPRESENTATIVES 
New York 
200 Fifth Ave. J. T. Rowntree, Inc. 
Philedelphia San Francisco Portland Salt Lake City 
6146 Wayne St. Los Angeles Seattle Denver 
Chicago 
Merchandise Mart, Room 14111 Boston Dallas 
St. Louis Arthur T. Otis D. D. Otstott, inc. 
6607 San Bonita St. 111 Summer St. Santa Fe Bidg. 
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Convention Calendar . 


AMERICAN ASSOCIATION OF MASTER LocKsMITHS, Fourth 
Annual Convention, Hotel Stevens, Chicago, IIl., Nov. 2, 
1931. J. Y. Goltz, secretary Chicago Chapter, 2539 Mil- 
waukee Avenue, Chicago, IIl.; Walter S. Orrell, secretary 
Grand Lodge, 206 Pearl Street, New York City. 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConveNnTION, New Palmer House, Chicago, IIl., Oct. 19, 
20, 21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
342 Madison Avenue, New York City. 


Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moiries Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


Ituinois Retart HARDWARE ASSOCIATION CONVENTION 
AND Exuisit. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
ing-director, 1141 Merchandise Mart, Chicago, II]. 


Kentucky HARDWARE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


Micuican RetTaiL HarpwaRE AssociaTION CONVENTION 
AND ExHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Harold 
Bervig, secretary, Marine City. 


Minnesota RetarL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missourt Retart HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 


NATIONAL HARDWARE AsSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 


New Encianp Retait HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExuiiTion, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


New York State Retait Harpware Association Con- 
VENTION AND Exposition, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 


NortH Dakota Retatt Harpware AssociaTIon Con- 
VENTION AND ExuHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 


Onto HarpwarE AssociATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
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hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INC., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, Managing Director, Wesley Building, Philadel- 
phia. 

South Dakota Reta, Harpware Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 


WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND HARDWARE SHOow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 





History Warns Against Confi- 
denee in Gloomy Forecasts 


OOKING backward to August ten years ago, 
which marked one of the low points in the 
1920-21 depression, history warns us not to under- 
estimate the strength of the forces which quietly 
and surely bring about a business recovery. As 
late as November, 1921, the predictions of the ma- 
jority of the nation’s foremost financial statisticians 
indicated that little hope was held for a business 
revival in the near future. Yet, it was the begin- 
ning of an era of unprecedented prosperity which 
continued almost without interruption for eight 
years. Thus, history forewarns us that it is possible 
for a recovery to be underway for several months, 
before that fact is generally realized. 

Most business men apparently recall the details 
of the 1920-21 depression with difficulty, no doubt 
due to the fact that most of us prefer to forget un- 
pleasant circumstances effecting our welfare. It is 
nevertheless true, that in many ways the depression 
of ten years ago was very similar to that now being 
experienced. The bottom had fallen out of the stock 
market. The “buyer’s strike” was causing great 
concern. Uncle Sam placed the government on a 
budget basis. A sales tax was considered as a 
means of solving the nation’s financial problems. 
The farmer’s relief tariff bill was proposed. Com- 


modity prices were declining sharply. The late | 
President Harding expressed the opinion that a | 


searching inquiry might speed the proposed read- 
justment to normal relationship and “give us a busi- 
ness revival to end all depression and unemploy- 
ment.” 

In view of the past experience it therefore be- 
hooves us to dismiss the idea that the world is com- 
ing to an end and to buckle down to do what we 
can to hasten a business revival. 
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Made in Sections, too! 


A Most Profitable Item 
That Will Increase Your Volume 


Many prefer the TUCKER ’WAY in sections, as well 
as the individual folding chairs. Both the regular and 
juvenile sizes are available in sections. These chairs 
are made of all wood. They can’t rust, won’t warp or 
turn white when left in the rain. Each “Sampson” is 
as strong as an OX and tough as a yegg and will stand 
rough treatment. Easy to open and easy to close 
(with the foot)—EASE-y to sit in and EASY TO 
SELL. Their construction eliminates smashed fingers 
and cuss-words. 








PU NALIUALUAUERUAL LOUDON 
Won't 
Tilt 


HST ETT 


UUUITUAUUEESUGNAUAAU ata 


Well Peerless 
Built 


DT LL 





Sections, or the single chairs, are ideal for your local 
Chamber of Commerce, Theatres, Lodges, Undertakers, 
Hotels, Schools, etc., to sell outright or rent for special 
use. Call up these prospective customers and demonstrate 
the strength and other features of the TUCKER ’WAY. 
Both sections and individual chairs made in natural finish 
(Beech), and in vivid colors (Orange, Jade Green, 
Chinese Red and French Blue). Also Black and Walnut 
on special orders. 


Send for Samples and Catalog! 


Write for Samples and Catalog! Secure sample and 
treat it rough to test its strength. (May be returned 
or kept as part of order—no free samples.) Also 
send for new Catalog and*colored insert of 
this and other Peerless Folding Furniture 
that will prove to be most profitable 
to sell. 













Warehouses in: New York City, Phila- 
delphia, Atlanta, Chicago, Minneapolis, 
Kansas City, Dallas, Houston, New 
Orleans, Oklahoma City, Memphis, 
Denver, Seattle, San Francisco, 

Los Angeles, St. Louis, and Cin- 
cinnati. 


TUCKER 
Duck and 
Rubber Co. 


Dept. O-45 


Fort Smith 

















A NEW EDLUND 
CAN OPENER 


No. 4W-Wall Attached Style Retails for 
No. 4T-Table Attached Style $1.50 
This latest addition to the 
Edlund line of quality prod- 
ucts has many— notable im- 
provements — lower priced — 
more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the qygie arracHED STYLE 
“= stand- . 
WALL.ATTACHEDSTYLE ard of 
Wall bracket i# made in . ° 
two parts—opener may be quality in 
removal from wall com- . 
pletely. kitchen 
utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval — large 
or small. Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 
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Grape Fruit Knife 


No. W8067—Milled Double Edge Grape-Fruit Knife. 
31%” Stainless Steel Blades, sharp milled edges, Shaped 
Cocobolo Handles, Brass Rivets and Burrs. Packed 1/2 
dozen in attractive, easel-back display box. 

Order Thru Your Jobber. 


THE ONTARIO KNIFE CO. 


FRANKLINVILLE, N. Y. 











CRUCIBLE () BRAND 


Trade Mark Reg. U. S. Pat. Off. 
FULLY WARRANTED 


The Perfect Cutting Shears 





4S AEN THE SCRE Ew 


NEVER TOO LOOSE eS NEVER TOO TIGHT 


These Shears are assembled with special 
“Lockset” Lock-nut Device, embodying an entirely 
rae! principle in keeping snugly together both shear 

ades. 

The screw passes through an anchored tube, 
(Special Lock-nut fastened to the latter) and will 
not loosen or tighten UNTIL YOU TURN THE 
SCREW WITH AN ORDINARY SCREW DRIVER. 

Made in 7” and 8” sizes in the Straight and Bent 
Trimmer Patterns with Full Nickel and Japan 
Handles. 

If your Jobber does not carry the “Crucible 
oo Shears, write us and we will name nearest 
obber. 


THE ACME SHEAR COMPANY 


Knowlton and Joseph Streets 
BRIDGEPORT CONN. 
We Sell to the Wholesale Trade Only 


”» 








Gem Leads Because Gem Deserves Leadership 


*Take It 
from me” 


—says their smart look- 
ing counter card... and 
they do... and HOW 


‘ 





Known the world over for perfection of 
workmanship and perfection of perform- 
ance. Nationally advertised for many 
years .... known to neat people the coun- 
try over. Quick selling wherever dis- 
played upon their smart compelling coun- 
ter cards. Gems sell themselves. 





Gem 
Retails at 50 cents 


The H. C. COOK CO., Ansonia, Conn. 


Gem, Jr. 
Retails at 35 cents 
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How White Sells Cutlery 


Hardware Co., Wilkes-Barre, Pa., maintain 

a substantial cutlery department volume at 
a profit might easily be followed by other dealers. 
All popular lines of safety razor blades are han- 
dled and where display material is available it is 
used in windows and on the cutlery counters. Blade 
prices conform with the lowest local offerings. 
Meeting these prices sometimes rob the line of 
profits but encourages repeat visits from men who 
are prospects for other merchandise not only in the 
cutlery department but in all the other merchandise 
lines that the store carries. 

Evan Harris is the moving spirit of this firm and 
has studied thoughtfully the problems of his cutlery 
department. He has added such lines as tooth 
brushes, tooth pastes and powders, antiseptic mouth 
washes, shaving soaps, creams and powder, after 
shaving face lotions, after shaving powders and on 
all of these lines meets local chain store price com- 
petition. These lines and the blades sold at the 
same prices as chains identifies the store as being 
alive to its obligations and suggests definitely that 
everything else bought at White’s offers genuine 
value. 

These particular articles are well known and in 
common everyday use, consequently consumers do 
know something about prices. In many other items 


()) isrivare ce factors that help the White 


added .to the cutlery stock such as barometers, 
thermometers and good quality fountain pens, the 
same kind of price competition is not faced and the 
net average result is most satisfactory. Thermom- 
eters are used for making candy, baby’s bath, in 
the kitchen for general cooking and both inside and 
outside of homes so that there is really a very in- 
teresting market and at a good margin. Alarm 
clocks, inexpensive watches, novelty clocks, novelty 
flashlights, manicure sets and nail scissors, nail files, 
nail polish, etc., are all a part of this same depart- 
ment shown below. 

In every phase of the cutlery department com- 
plete merchandise service is offered. The man who 
shaves himself can get everything he needs to com- 
plete the job, the man or women who cares for his 
or her own finger nails can also get complete ser- 
vice and of course the stock on table and household 
cutlery as well as pocket knives is also complete. 
The opportunity for second sales on related items 
more than offsets the low margins on the highly 
competitive prices. 

Throughout all of these parts of the cutlery de- 
partment, Mr. Harris meets lowest local prices on 
the highly competitive items, but makes up for this 
loss on such lines as are not in as general use 
nor not as generally featured by local price cutting 
factors. 
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beautiful display, but too often their very 

attractiveness repels handling by the cus- 
tomer. These displays bewilder the customer with 
the general mass of pieces that seem to whisper 
“Don’t touch me.” 

Cutlery should be made personally attractive by 
being put to work. The customer must want to pick 
it up; handle it; test the balance and get the feel 
of a good piece of cutlery. It must be made to sell 
itself through the work it can perform. 


ONG rows of shining pieces of cutlery make a 


The Demonstration 


The demonstration idea has been used on every- 
thing from mattresses to hair-grow, why not enliven 
cutlery sales with the same plan? A neatly sliced 
piece of bread is just as effective a sales-maker 
as tub of clean clothes from a washing machine and 
a darn sight more appetizing. 

Cutlery can be made interesting by actual dem- 
onstrations. Most everyone is interested in any- 
thing novel: or new. Arouse human interest in a 
piece of cutlery and they'll hold out on the rent 
money to buy it. Cutlery that is set to work by 
demonstrating its usefulness will almost sell itself. 

We have a little stunt of demonstrating bread 
knives and carvers that both interests the customer 
in our line of cutlery and brings in many direct 
sales. 


A Loaf of Bread Helps 


A loaf of bread is placed on a tray and given a 
good position near the wrapping counter. A few 
slices of bread are cut and a display of our special 
saw-edge bread knives is made around the bread 
loaf. A sign featuring the reasonable price and the 
features of the knife is made and placed in a suit- 
able position. 

While the customer is waiting to have her pack- 
ages wrapped she is urged to pick up the bread 
knife and cut a slice or two. “Notice the clean 
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Actual Demonstrations 
=| Wuild Cutlery Sales 


By EUGENE J. BROWM 
The Browm Co., Warren, Ohio 


slice it makes. No crumbling. No hacking. Take 
some butter and jam and spread it on the bread. 
Eat it while you are cutting yourself another slice 
with our excellent bread knife.” 

The customer has literally invited herself into 
making her own demonstration. She has actually cut 
off several slices and noticed the ease with which 
the knife cuts. Many customers sell themselves on 
the convenience of a new bread knife without fur- 
ther solicitation from the. salesperson. We vary 
this bread knife demonstration with an occasional 
carving knife drama, in which a delectable browned 
roast of beef plays its part. A long, thin carving 
knife is perched at the beginning of a slice, as a 
hungry invitation to people who wish to try the 
sharpness of our carving knives. The customer is 
urged to cut off a small slice of beef and make a 
sandwich with the dainty slices of bread kept handy 
to the demonstration tray. 


Applied to Slicing Knives 


A sales talk pertaining to the advantages of using 
a good slicing knife can usually be made during 
this demonstration without offending the customer. 
Even if a sale is not made at the particular moment, 
the vividness ef these actual demonstrations remain 
in the mind of the customer and will result in in- 
creased interest in the entire cutlery department. 
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... Mr. Hardware Dealer... 





Are You Taking Advantage of Our 


BIG NATIONAL 
WHITTLING CONTEST 


o 


E'RE giving $1000 in cash and extra prizes to boys—325 prizes in 
all—to enable hardware dealers America over to increase their 
profits from their cutlery departments. 


And, it is going over with a bang! Our dealers are getting honest 
cash-in-hand results ...and that’s what counts these days. 


We are running big ads in national boys’ magazines... American 
Boy, Boy's Life and Open Road for Boys. These ads reach almost 2 mil- 
lion boys each month. Boys in your territory will troop to your store for 
this contest information. We've got Rules Folders, “How To Whittle” Book- 
lets, Big Window Display Ads...everything to make this Contest your 
success. These folders, booklets, etc., are yours FREE. 


Clip the coupon below and send it to us. It's a real opportunity to 
increase your profits for 1931. 

















TTARAUGUS rE coreNy 
LITTLE VALLEY, N. Y., U.S.A. 


TIT IIITi iii iiiiiiiiiiii iii iit ttt) Send Us This Coupon TITIIII Iii titty ttt 


CATTARAUGUS CUTLERY CoO., 
Little Valley, N. Y., U.S. A. 


If you haven't received the details 
Gentlemen: 


of this Contest, clip the coupon 
and send it to us. We'll rush the de- Contest.” 


tails so you, too, can cash in on this N 
RN ta tisteetciaiics ecaniosiaipaatiain 


Please send me complete information on this “National Whittling 





big “National Whittling Contest.” 
Address 





City 
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CHRADE ()AFETY 

Push ai see 
No Break 

finger eRe 





Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


rrane HVERLASTINGLY SHARP MARK 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of a complete line 
of Schrade regular type pocket knives 

Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 













ise 
‘ff€ THESE STONES ARE TOUGH 


Most oilstones are not valuable for regular shop 
use since they wear away too rapidly to hold their 
shape satisfactorily. They break 
down easily becoming grooved 
and out of shape. On the other 
hand the 


INDIA OILSTONE 


is so extremely tough that they stand 

up under the hardest service. No steel 

. is too hard for the India to sharpen 
quickly, nor hard enough to cause it to groove or 


P 





wear down unevenly. It is made from Norton 
Alundum abrasive in three standard grits and 
many shapes and _ sizes. 


Pike Manufacturing Co., Pike, N. H., U.S.A. 


< 


















~ C O p 
We will be glad to help you 
with your sales problems. 


239 W. 39th St., 
New York City 


Hardware Age, 
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Here’s An Idea! 


O not conclude your sales efforts when you. 

have wrapped the customer’s purchases and 
received your remuneration. Helpful suggestions 
are never wasted energy due to the fact that every 
customer is anxious to learn of those facts which 
are new and beneficial. In this connection a sug- 
gestion concerning the dispensing of the common 
article putty, can be employed to advantage. Wrap- 
ping paper is absorbent and will readily absorb the 
oil from putty, therefore when handing the pack- 
age to your customer, ask him to remove from the 
wrapper as soon as possible in order that the putty 
lose none of its properties. “This information will 
be appreciated and is an indirect means of inviting 
your customer to return.—Marvin Salle, A. A. 
Doers Mercantile Co., Larned, Kan. 


Bowie Knife Has 
Interesting History 


ANY fantastic tales have been woven about 

the Bowie knife, and its creator, James 
Bowie, a pioneer in the frontier days of the South- 
west. In the early eighteen hundreds, history in- 
forms us that it was the custom to use a knife to 
save powder and lead. The Bowie knife was well 
adapted to the use of the period, as it had_been 
designed for use in the era when knife thrusting and 
throwing was considered an art. So strongly did 
many of the hardy pioneers rely upon the knife, in 
hand-to-hand combat that the use of any other 
weapon was deemed an indication of weakness. 

In a recent article in the New York Herald 
Tribune, J. Frank Dobie writes interestingly of the 
historical background surrouriding the Bowie knife 
and of the exploits in the life of James Bowie. In 
describing the uses to which the Bowie knife was 
adapted, Mr. Dobie says: “For dozens of purposes 
the Bowie knife was as ‘handy as a shirt pocket.’ Its 
hard bone or horn handle was often used as a kind 
of a pestle to grind coffee beans. The blade, some- 
times as heavy as a Mexican machete, served to 
hack limbs from trees and to cut underbrush, as 
well as to dress and skin game. Tradition has it 
that in the battle of San Jacinto the Texans killed 
more Mexicans with the Bowie knife than with 
bullets.” 

While many different versions of how the Bowie 
knife came into existence have been handed down 
through the years, all of the stories concerning its 
origination agree upon the essential details of its 


construction. The blade was approximately ten 
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inches long, by two inches broad at its widest part, 
having the edge well protected from the handle by 
guards. The material used for the blade, according 
to the majority of the legends, was a large file of the 
best quality of steel. This was hand wrought and 
tempered by a blacksmith of Bowie’s acquaintance, 
who was instructed to produce a knife that would 
disjoint the bones of a bear or deer without turning 
or gapping the edge of the blade. 


Sta-Keen Kitchen 
Knife 


A. B. Starr Co., 39 
Union Sq., New York 
City, offers the Sta- 
Keen all purpose 
kitchen knife, with 
fine tooth blade. It | 
will cut anything from a loaf of fresh bread, without crumbs, | 
to the small bones and gristle in a roast, says the Starr com- 
pany. Blade is made of a ribbon of glass-hard tungsten steel, 
die-cast into a frame of aluminum-alloy to hold it rigid. It is 
specially ground before being nickel plated. Handles are of 
natural maplewood, protected by three coats of waterproof 
lacquer. Scabbard is of heavy double coated “Fabrikoid.” 
It is available in four colors: natural brown, blue, green and 
Morocco red. Dealer cost is $8.00 per doz., while suggested 
retail selling price is $1.00. 











Double-Duty Household Knives 


The Robeson Rochester Corp., Rochester, N. Y., makes the 
Double-Duty household knife set illustrated. Set is not priced 
as a group, but as individual items. Included in the set of 
two-edge cutlery items are an 8-in. service slicer and bread 
knife, an 8-in. light slicer and bread knife, a 5-in. general 
utility knife, a kitchen fork and cap lifter, a grapefruit knife 
and a paring knife. Features include sharp, keen slicing 
edges for meat, cheese, etc., “Burns” fast cutting edge for | 











cutting of bread, vegetables and fruit, durable rosewood han- 
dles and mirror finished stainless steel blades. Suggested 
retail selling prices are: heavy 8-in. slicer, $1.50; light 8-in. 
slicer, $1.35; pot fork and cap lifter, $1.00; 5-in. utility knife, 
75c.; grapefruit knife, 85c., and paring knife, 60c. Dealer 
costs per dozen are: heavy slicer, $11.70; light slicer, $10.53; 
pot fork and cap lifter, $7.80; utility knife, $5.85;  grape- 
fruit knife, $6.63, and paring knife, $4.68. 
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PIONEERS 


in Preference, 
Performance 
and Progress 






The Star name on a Hack 
Saw Blade is a guarantee— 
first of its acceptance, sec- 
ond that it will perform and 
third—that it is the best 
blade of its kind. 










From the special flexibles to 
all hards and from light 
power to high speed hand 
and power blades and band 
saws, there’s a Star for every 
purpose, and a half a cen- 
tury of metallurgical and 
practical experience behind 
every blade. 






When there is a better ma- 
terial or better method of 
making hack saw blades— 
you will find it in the Star 
Brand first. 








Your Jobber Can Supply You 


CLEMSON BROS., Inc. 
Middletown, New York 





HACK SAWS and 
BAND SAWS 




















The feel of these knobs 
helps you sell them 


Arrange a display of these Bakelite Molded 
knobs on your counter, and invite your cus- 
tomers to handle them. They will be surprised 
by the pleasing sensation of warmth, by the 
feeling of smoothness which these knobs have. 
And they will stay that way indefinitely, too— 
just an occasional wipe with a clean cloth, no 
polishing or refinishing is needed. 
If the pleasant feel of these knobs, and their 
fine appearance doesn’t quite clinch a sale, 
tell your customers how they will retain their 
finish and lustre indefinitely under even the 

’ most difficult service. Bakelite Molded knobs 

' will sell readily and provide you with an attrac- 

‘tive source of profit. If you haven't a stock of 
them on hand, write us for the name and ad- 
dress of their manufacturer. 

BAKELITE CORPORATION, 247 Park Ave., New York 


; CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto 





BAKELITE 


O68 Par. oF 
qcowtociant by Suid Copeumns tede Sn ond “Wn io 


THE MATERIAL ee THOUSAND USES 








unber 0! present and hire wees of Bakelte Corporation's product. 
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B-C “Perfecto” 
Can Opener 


The B-C “Per- 
fecto” can open- 
er, listing at 75c. 
each, costs the 
dealer $6.00 per 
dozen, It is 
built 
and will open 
cans of any 
shape or size, 
says the maker, 
Bunker - Clancey 
Mfg. Co., Kansas 
City, Mo. Opener 
has green Duco 
lacquer knob on 


handle and is 
finished in nickel plate. Model illustrated is for wall use. 


According to the maker even sardine cans may be opened 
with this opener, without spilling a drop of oil. Top of can 
is cut out leaving a smooth edge. 








Modern Grinder Retains 
Finish Without Polishing 


The Modern Grinder Mfg. 
Co., Milwaukee, Wis., has 
announced the “Majestic” 
“grinder. It is finished in 
brilliant vermillion and black 
baked-on enamel, and is 
said to retain this original 
finish without polishing, re- 
gardless of whether grinder 
remains in stock or in use. 
It is equipped with the Car- 
borundum Aloxite brand 
wheel. Other features include accurate spur cut gears which 
do not create end thrust, adjustable tool rest, long substantial 
bearings and heavy malleable crank. List prices are: No. 14, 
$1.90; No. 15, $2.40, and No. 16, $3.50. Dealer costs are 
respectively: $1.27, $1.60 and $2.33. 








G. E. Popular 
Console Radio 


The Popular Console radio, 
offered by General Electric Co., 
merchandise department, 1285 
Boston Ave., Bridgeport, Conn., 
lists at $124.75 with tubes. 
Cabinet is of brown walnut 
with splayed front having fig- 
ured butt walnut center 
matched instrument panel. 
Astria pattern cloth of antique 
woven damask is behind a 
carved grille. Set is a nine 
tube, screen-grid, superhetero- 
dyne circuit with two pentodes. 
Automatic volume control is incorporated and single unit 
chassis is completely shielded. Power switch, tone control 
knob, a translucent dial calibrated in kilocycles and external 
phonograph terminals are other features. Tone equalizers 
are carefully tuned to the varying degrees of resonance in 
each cabinet and eliminate the booming barrel-like tone, says 
the maker. Cabinet measures 43 x 27 x 14 in. 
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Liberty 


Airport 
Liberty _Play- 
things, Niagara 


Falls, N. Y., offers 
the Liberty Air- 
port with flying 
planes. A hangar, 
mounted on a sub- 
stantial metal 
base, supports on 
its roof a cata- 
pult which pro- 
jects the attrac- 
tively colored 
gliders from 30 to 50 ft,, according to the maker. Hangar 
and base are of heavy gage steel sheet. Spring catapult is 
released by an easily operated trigger at the rear. Gliders 
are of balsa wood with flexible wings of colored celluloid. 
Suggested retail selling price is $1.00. Dealer cost is $7.20 
per dozen. 





Deagan Door Chimes 


Deagan door chimes of the 
Cathedral model are offered 
by J. C. Deagan, Inc., Berteau 
and Ravenswood Aves., Chi- 
cago, Ill. Tubes are chromium 
plated, although Lustro-Gold 
finish is available on special 
order. They are equipped with 
black Bakelite wall plate, 
transformer and multiple 
melody chiming device. Sug- 
gested retail prices and types 
are: 1 tone set, $17.00, 2 tone 

. set, $47.50, 3 tones, $55.00, 
4 tone set, $62.50 and 5 tone 
set, $70.00. They operate on 
house lighting current, 110 
volts, 50 or 60 cycles, A.C. 
Chiming device and _trans- 
former are housed in a small 
metal cabinet, which may be 

located at any desired point. Chimes are Telechron motored. 








Burroughs 
Cash Machine 


This Burroughs cash-regis- 
tering machine records each 
item on a permanent, locked- 
in detail tape and provides 
the necessary daily figures 
for the store’s bookkeeping 
system. Machine identifies 
both cash and charge sales 
either by clerk or depart- 
ment. It validates paid-outs and cash received on account, 
records all miscellaneous transactions and accumulates grand 
sales totals. Both sales totals and detail tape are locked in 
machine, providing a definite check over incoming cash. An- 
other feature of this machine is that it can be used at any 
time as a fast, standard adding machine, without disturbing 
the cash register operation or record of transactions. It is 
converted to an adding machine or back to a cash register 
by the turn of a key. Machine is available in wood-finish or 
color. Burroughs Adding Machine Co., Detroit, Mich., is the 
maker. 
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Long 


gimlet points —--- 
good starting points 


HE sharp gimlet points of American 
Screws make good starting points for 
any job on which these screws are used. 


And after American Screws are started, 
their true running threads take hold 
while their slots stand the strain of the 
pressure the customer’s screw driver 
puts on them. 


Nearly a hundred years’ experience is 
perhaps the chief reason for the truth 
of our slogan: 


You can do any job better with get he 
American Screws Fl 3 
Your Jobber can supply you mS oF 
WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH ST,CHICAGO, MLL. 


Pat Kt Together With Screws 
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THE 
HARDWARE 
CONVENTION 
AT CHICAGO 


OCTOBER 
19, 20, 21, 22 























e Every Manufacturer and every. Wholesaler 
owes to himself and to the Industry attendance 
at the Hardware Convention at Chicago. e The 
larger the attendance of manufacturers and 
distributors at this convention, the greater the 
benefit to the Industry and its members. 
e Your presence at this important confer- 
ence of the Hardware Industry. will well 


repay you for the time and money expended. 


W 31a 


THE NATIONAL HARDWARE 
ASSOCIATION OF THE U. S&S. 
505 ARCH ST. 
PHILADELPHIA, PA. 






AMERICAN HARDWARE 
MANUFACTURERS ASSOCIATION 
342 MADISON AVENUE 

NEW YORK, N. Y. 
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The Polar Ster-O-Lator 


The Polar Ster-O-Lator is for 
sterlizing nursing bottles and 
nipples. It is made by the 
Polar Ware Co., Sheboygan, 
Wis. Ster-O-Lator is of seven 
bottle capacity, which con- 
stitutes a day’s feeding. Outfit 
includes triple coated container 
and bottle rack, but does not 
include bottles. It is made in 
white enamel only. Cut away 
portion of illustration shows how bottles are placed in rack, 
in inverted position. Nipples may be placed on the wire 
bottom. Ster-O-Lator measures 914 x 8 in. 





Pexto Screw 
Driver 
Assortment 
Display 


The Peck, Stow 
& Wilcox Co., South- 
ington, Conn., offers 
this assortment of 
screw drivers. As- 
sortment includes 12 
black wood handled, 
tested steel screw 
drivers, and this dis- 
play stand at an at- 
tractive price. 





“Secret Service” Padlock 


“Secret Service” is the 
name of the new pin tum- 
bler, brass cylinder pad- 
lock offered by Master 
Lock Co., Milwaukee, Wis. 
Suggested retail selling 
price is $1. It has a pat- 
ented laminated steel case. 
Features include: genuine 
nickel silver pin tumblers 
and drivers, heavy, solid 
brass cylinder and _ oper- 
ating cam, hardened rein- 








a ’ forced, tapered steel 
ae shackle, 9 3/32, % in. ver- 
m\APSTER : ° 
me. tical clearance, that im- 
r<@ ice beds itself deeply into the 
Secret Seu case, sturdy, solid brass 
Oe doyle locking lever and _ steel 
f Poteet aoa jacket pilfering protector. 
¢ Case is of 134 in. lami- 
nated steel, wedge riveted 
with 8 rivets under 150 
tons. pressure. Two em- 
bossed keys of finest grade 
nickel silver are supplied 
with each lock. Lock is 
rust-proofed with pure cadmium. Lock can be master-keyed, 
sub-master keyed or keyed alike. Key changes are practically 
unlimited. 
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SQUARE FACTS 


Why Red Shield” DRILLS 
_Should be Used 





























sa Sais 
struction breakage 

Less More Less Cost 

grinding holes per hole 





























THE STANDARD TOOL (0. 
CLEVELAND 
Chicago: 552 W. Washington Blvd. 











YERS corre’ 



















head track system, 





safety, convenience and 








@)° ADD 
MODERNIZE STORE METHODS 


To provide adequate storage facilities for 
make it accessible and convenient for clerks and stock men 
to handle with absolute safety—to Insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over- 
firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
efficiency. One style onl 
design—attractively finished—any height—easily 
meets most requirements. Circular on request. 


mMEFE MYERS & BRO.CcO. 


shelf stock—te 


installed — 


eat of 


PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 









ASHLAND, OHIO. } 








FLASHLIGHTS 
- AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 





French Battery Company, Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, Illinois 
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WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 
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How 


Electrie Tools Pep Up 
Hand Tool Sales 


Lindquist Hardware Co. has 

found that the addition of a 
complete line of electrically driv- 
en tools to its stock has stimu- 
lated business through the en- 
tire department. The experience 
of the firm has indicated that 
many prospective hand tool buy- 
ers first become interested in 
woodworking through buying 
electric tools and workshops. 
The hobby then becomes so fasci- 
nating they augment their equip- 
ment gradually, and in time ac- 
quire a complete outfit of hand 
tools. 

Nor are novice handicraft en- 
thusiasts the only potential elec- 
tric tool customers. The major- 
ity of skilled craftsmen, who 
make woodworking their profes- 
sion, are quick to be attracted 
by the ease and speed of power- 
driven tools in operations for- 
merly completed by manual 
methods. 

Builders, carpenters, cabinet- 
makers, furniture repair shops, 
lumber yards and custom built 
screen concerns have shown a 
keen interest in electric tools and 
the store makes it a point to ac- 
tively seek the business usually 
awaiting them when it is pointed 
out how electric tools will speed 
production and effect substantial 
economies. 

As a means of offsetting the 
effects of a waning demand for 
some types of hand tools, which 
has been responsible for stead- 
ily shrinking sales in this par- 
ticular division of the tool de- 
partment in most hardware stores 


[ Bridgeport, Conn., the 
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during recent years, the store 
recommends electric tools as be- 
ing most effective. Tool sales 
in the store are being well main- 
tained at levels comparable to 
former years and sales of elec- 
tric tools are declared to have 
made the accomplishment pos- 
sible. 

Whether the buyers are ama- 
teur or skilled tool users the store 
has also found that considerable 
business in other lines usually 
follows as a result of selling a 
patron an electric woodworking 
outfit. Rough and cabinet hard- 
ware, painting supplies and other 
materials are needed to complete 
the articles being built and the 
store selling the user his tool 
equipment in the first place has 





the best chance of securing this 
business. 

Another factor making electric 
tools a very desirable acquisi- 
tion to retail hardware stores lies 
in the fact that the line can be 
pushed with good effect during 
the normally dull winter months. 
Regardless of whether the pros- 
pect follows woodworking as a 
hobby, or as a profitable pursuit, 
more time is spent indoors at this 
season and.workshops gain fa- 
vor. At Christmas time the de- 
mand is further stimulated by 
the call for electric tools and out- 
fits for gift purposes. 

Good tool windows are con- 
sistently used to awaken the in- 
herent urge of mankind to make 
something. The Lindquist store 
is located on one of Bridgeport’s 
principal business streets and dis- 
plays similar to the one shown in 
the accompanying illustration 
are viewed by thousands of 
pedestrians and motorists. Trims 
featuring electric tools in con- 
junction with hand tools have 
produced the best results for the 
company. 





Lindquist Hardware Co. always combine electric and hand tools in window 
displays because one helps sell the other. 
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Crossword Lotto 


Crossword Lotto is a 
game offered by Starex 
Novelty Co., Inc., 15 E. 
53d St., New York City, 
which embodies features 
of Lotto and crossword 
puzzles. The game may 
be played in five different 
solitaire versions and in 
four competitive versions. 
It is attractively boxed. 
Interior of box is fitted 
with a platform which has 
a 21%-in. circular cutout in the center. 





Leetonia Handle Wedge 
Display Cards 

The Leetonia Tool Co., Leetonia, Ohio, now offers easel 
display cards for showing its corrugated forged steel handle 
wedges. Card illustrated is for counter use and has space 
for five wedges: No. 421, for small hammer, No. 356 for 
hatchets, No. 355 for axes, No. 357 for picks, and No. 420 





-conrucateo “LEETONIA” rorceo stec. - 


HANDLE Wi WEDGES” : 











"THE LEETONIA TOOL COMPA 
eee es Se ee een ne 








for hammers. Cord holds each of the four types in place 
on the card. Under each space is a place for indicating the 
retail price. For dealers using the tray for selling this line, 
an attractive card in colors is offered. For sale of wedges 
direct from original packages, the easel card is suggested. 





Easy-Out Twin Ice 
Tray Display 

This attrac- 
tive display for 
“Easy-Out” 
twin ice trays 
is supplied by 
McCord Radi- 
ator & Mfg. 
Co., Detroit, 
Mich., refriger- 
ation acces- 
sories depart- 
ment, with 
each order of 
ten or more 
trays. New dis- 
plays will be provided at frequent intervals, tying up with 
seasonal appeal. A place is provided for an actual sample, 
with an invitation to the customer to try out the tray. Display 
is in four colors. In addition to the display, the McCord 
organization offers dealers attractive folders in three colors, 
with dealer’s imprint, at cost. 
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Replace it 
with .. A 


KIMBALL 
ELEVATOR 


Is your elevator old 
and shaky? Why not re- 
place it with a Kimball 
machine—They are com- 
pact, powerful and safe— 
Tell us the job it has to do 
and let us submit prices and 
data on machine to do it. 





What areyour requirements? 
We have an Engineering 
Dept. to aid you. Write us! 


KIMBALL BROS. CO. 


1205-19 Ninth St. 
Council Bluffs, Ia. 6AA 


























Fall Season—the Time to Sell 







Your customers have seen the Lawn- 
comb advertised in several big na- 
tional magazines. They will ask at 

your store for them. Have a 
stock ready for them in both 18 
inch and 24 inch sizes. 


Made by 


Eastern Tool & Mfg. Co. 
Bloagmfield, N. J. 
























Wanted This Month 


in every home, the attractive 
Moore Decorative Fasteners 


will be found indispens- 
able in holding the pretty 
curtain tie-backs, 


Six Colors 
Gilt Decorations 
Our Style U Dis- 
play — 48 ten cent 


blocks — will bring 
quick profits. 










Ask your jobber. 
MOORE PUSH-PIN CO., Philadelphia 











69 











CLASSIFIED OPPORTUNITIES 





Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from unemployed accepted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us post paid. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Limes.......eccessccsccsseveess 
l-Inch Box Display........-seeeceescccsesccsccees 
Four Consecutive Insertions, 10 Per Cent Discount 








RETAIL HARDWARE MAN—I5 years’ experience shelf and builders’ 
hardware, paints, tools, plumbing, electrical and factory supplies, would 
like to locate with a progressive dealer in or near New York City. Can 
assume entire responsibility in individual department or entire store. 
Expert knowledge of modern sales and merchandise methods and can 
really sell hardware. Salary no object to start with, until satisfactory 
results are shown. Excellent references. Address Box J-489, care of 
Harpware Ace, New York City. 


AVAILABLE—CONTACT REPRESENTATIVE to carry out plans 
and policies for the promotion of sales—To develop new channels for 
distribution—Practical merchandising experience. Successful sales record. 
Wide and intimate acquaintance in hardware field. Traveled extensively 
over the entire United States. Desire connection only with manufacturer. 
Salary secondary to proposition offering stabifty and future. Address 
Box J-490, care of Harpware Ace, New York City. 


MAN AGE 31, experienced hardware all lines, wholesale and retail 
hardware store seven and one half vears’, specializing mostly builders’ 
hardware but full knowledge of paint, tools, sporting goods and general 
hardware. Qualified blue print reader. Three years traveling central and 
midwest states for manufacturer builders’ hardware. Desire position with 
manufacturer, wholesale or retail sales store. Address Box J-491, care 
of Harpware AGE, New York City. 

EXPERIENCED HARDWARE MAN, forty-two years of age, single, 
sober and industrious. Twenty years’ experience in wholesale and retail 
hardware business as manager, buyer and salesman. Want a position of 
responsibility and trust with some reliable firm. Can furnish good refer- 
ences. Moderate salary: Middle West or South preferred. Address Box 
J-462, care of Harpware AGE, New York City. 

SALESMAN AND EXECUTIVE, thirty years of age, married, twelve 
years’ experience selling hardware, paint jobbers and retailers in and 
around Philadelphia. Would like to represent a reliable manufacturer. 

















Travel anywhere. ‘References and qualifications of the highest. Salary 
and commission basis of remuneration. Address Box J-475, care of 
Harpware AGE, New York City. 

POSITION WANTED. Experienced salesman, hardware, sporting 


goods, age 42 years, married, sixteen years’ experience selling to wholesale 
and retail trade. Very well known to the trade in New England and upper 
New York State. Can furnish the best of references. Have also traveled 
the middle west selling to the same trade. Address Box J-476, care of 
TiarpwarE AGz, New York City. 


SALES—Young man, 28 years, married, technical graduate, desires to 
represent a manufacturer in Cleveland, Ohio and vicinity. Seven years’ 
experience, well acquainted. Contacts with architects, engineers, contractors, 
manufacturers, individuals, department stores, jobbers, wholesale and retail 
stores, hospitals and other industries. Address Box J-477, care of 
Harpware Ace, New York City. 


CREDIT MAN, 33 years of age, married, with 12 years’ experience in 
hardware, housefurnishings, dry goods and general merchandise lines, 
seeks permanent position. Understands relation of sales to credits and can 
furnish best of references. Prefers Metropolitan New York area but will 
go anywhere. Address Box J-483, care of HarDwarE AGE, New York City. 


YOUNG MAN with a successful record selling Hardware and Automo- 
tive Jobbers in Missouri, Kansas, Iowa and Nebraska would like to hear 
from a manufacturer or manufacturers’ agent who wants a dependable 
representative in the above territory. Can furnish best of references. 
Address Box J-485, care of Harpware Ace, New York City. 


HARDWARE MAN—Twenty-five years’ experience in Wholesale and 
Retail Lines. Salesman, Buyer and Manager. Competent to take charge 
of department. Married, Sober and Industrious. Am in good health and 
will consider proposition anywhere. Will furnish satisfactory references. 
Address Box J-486, care of Harpware Ace, New York City. 


. YOUNG MAN, 24 years of age, graduate of the University of Missis- 
sippi in the School of Commerce, desires connection with responsible firm 
where this training can be used to advantage. Competent, progressive, 
industrious. Satisfactory references. Correspondence invited. Address 
Box J-474, care of HarpwAre Ace, New York City. 

THE OLD SAYING is you “throw the seeds in the air” and you 
never can tell where they are going to land and where they will grow. 
Thirty years in wholesale hardware with important jobbers. Want-a 
position as sales manager or buyer. A-1 credentials. Address Box J-467, 
care of Harpware Ace, New York City. 

MAN with fifteen years’ experience in general retail hardware and 
sporting goods, etc., wishes position with some good reliable hardware 
firm. Can furnish best of references. Have had experience in selling 
cutlery for a manufacturer on the road. Address Box J-479, care of 
Harpware Ace, New York City. 

COMPETENT HARDWARE MAN, 40 years of age, married, with 
seventeen years’ experience in selling and purchasing general wholesale 
hardware lines, desires connection with reputable house. Consider any 
location. Salary can be agreed upon. Address Box J-470, care of Harp- 
WARE AGE, New York City. 

THOROUGH HARDWARE SALESMAN, 20 years’ experience on 
Philadelphia Trade would like 2 or 3 manufacturers’ accounts on a com- 
mission basis for Philadelphia and vicinity. Accounts would receive very 
close attention. Good Reference. Address Box J-487, care of HARDWARE 
Ace, New York City. 

HARDWARE MAN desires change, 17 years’ retail experience in 
general hardware store management, shelf and builders’ hardware, tools, 
paints and cutlery. Single, thirty-four years of age, excellent references. 
Salary secondary to opportunity. Address Box J-464, care of HARDWARE 
Ace, New York City. 

EXECUTIVE, several years experience as Manager of Claims, adjust- 
ments and mail orders. Also experienced in all office departments. Mar- 



































ried, desires connection with jobber or factoty preferably operating in the 














Midwest. 


Address Box J-455, care of Harpware AGE, New York City. 
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SALESMEN WANTED 


for Metropolitan New York and New Jersey. Must 
have a record showing ability to sell hardware. 
Give age, experience and references. Replies 


confidential. 


CHAS. J. SMITH & CO. 


410-430 COMMUNIPAW AVE., JERSEY CITY, N. J. 














ESTABLISHED REPRESENTATIVE WANTED in each Metropolitan 
area having contact with major hardware dealers and large department 
store buyers. Our product builds up its own ‘repeat business and can de- 
velop into a very attractive permanent income. Exclusive territory alloted 
to reliable representative. State fully your present set-up first letter. 
References required. Address Box 7438-A, care of Harpware AGE, 1507 
Otis Building, Chicago, IIl. ad 

SALESMAN WANTED:—Largest United States distributor Rope, 
Binder Twine, Sash Cord, wants Sales Representative or side-line salesman 
selling Jobbers, large retailers, etc. Several. exclusive territories open. 
Liberal commission, large volume, permanent .connection for man who 
can produce. Give complete information present and past connections, 
territory covered, references. Address Box J-484, care of HArpwarE AGE, 
New York City. 











Large Old Established Manufacturer, 


Pioneers in their line, will appoint a representative for the 
State of Michigan, also one for the State of Minnesota. The 
men we are interested in have been acting as manufac- 
turers’ agents for some time. They are now carrying other 
lines that require a steady contact with hardware jobbers 
and mill supply houses. May also be calling on industrials. 
In your letter give us the names of the manufacturers now 
represented, the class of trade called upon, and also any 
other information that may be of interest to us. Address 
Box No. J-482, care of Hardware Age, New York City. 


_- 





~S 


salesmen to sell STAINLESS Porcelain 
Enamelware Kitchen Uteusils. Full or part time on commission basis. 
Give full details relative to past experience in first letter. Address, The 
Strong Manufacturing Company, Sebring, Ohio. : 

ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
Yb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 











WANTED—Experienced 








SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Lines...... 
l-inch Box Display.........+++:+ 
Four Consecutive Insertions, of 


MANUFACTURER’S AGENT, covering Eastern Penna. and New 
Jersey, wants additional lines. Hardware and Housefurnishings. Unusual 
tepresentation by a High Grade man. If interested in real distribution, 
let me know what you have. H. S. ERBE, Marlton Pike and Hoffman 
Avz-- South Merchantville, N. J 


YOUNG MAN with car would like to represent reputable manufacturer 


$3.00 
Cocrececevvarcecvoennedeee $5.00 
Box Displays—10 Per Cent Discount 


eee ewes eeeereseeseees 











in Metropolitan New York on straight commission basis, Address Box 
J-445, care of Harpware Ace, New York City. 

BUSINESS OPPORTUNITIES _ 
Set Solid, Minimum eof Five Limes. .......scccceeeecsesseess $3.00 
l-Inch Box Display. ....ccccccccccsccosccevescsssccccsses $5.00 


Four Consecutive Insertions, 10 Per Cent Discount 


FOR SALE: Hardware stote ahd Lumber yard in live community best 
part of New Mexico, agreeable people and fine. climate, business good. 
Store. building and yard go with the business. Small house in good repair 
in connection -also.'-: Ideal living'quatters for owner’or manager. Inventory ’ 
Se Address Box J-488,... care,,of; Harpwart AcE; New, 

or ity. ; oy og ee ; 





' "HARDWARE ACE 














The ELASTIC TIP COMPANY [i 


BOSTON ~~~ .~_= MASSACHUSETTS Ff 


12 MONTHS of PROFIT 


From Rubber Tips and Bumpers 


Every month in the year you are sure of profitable 
sales. Displayed from open counters they suggest 
their many uses—protection from scratches, elimi- 
nation of noise, and a lasting protection to walls, 
furniture, closet seats, doors, and casements. 


Rubber Headed Nails 


Used for piano and cabinets, 
or where an inexpensive rub- 
ber tip is required. 





Slotted Screw Tips 


A low-priced bumper for 
door stops, furniture, closet 
seats, and hundreds of other 
uses in the home. 


SEND FOR CATALOGUE NO. 50 


Complete line-up on all our Rubber Tips and Bumpers. 
Supplied by your wholesaler or direct. 
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W. Want A 


D_ Good Men 
with GUTS” 


We quote the exact words of the presi- 
dent of this company in an 8 word de- 
scription of the kind of men he’s looking 
for to take charge of 4 generous terri- 
tories for Cattaraugus Cutlery. 











We want men who can handle territories 
and handle themselves. They must be 
hard-hitters, thorough merchandisers 
and used to making good money. They 
should be under forty and physically fit 
for the job. 


Our present sales force is going strong, 
and know about this advertisement. 


State your qualifications and experience 
in a letter. Appointments will be ar- 
ranged later. 


CATTARAUGUS CUTLERY CO. 
Little Valley, N. Y., U. S. A. 























NEED HELP? 


A man who didn’t know how to swim 
fell overboard, but he knew how to 
ADVERTISE and kept shouting 
“Help Wanted!”.. . 


Some one heard him and he was 
rescued. 


Those who cry “Help Wanted!” in 
Hardware Age, the authoritative na- 
tional hardware paper, are heard all 
over the country. 


HARDWARE AGE 


Classified Opportunity Dept. 
239 W. 39th St. New York 
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1981 


WICKWIRE BROTHERS 
Hardware Cloth 


4 dll Made from best Open Hearth 


Steel, full gauge wire galvan- 
ized AFTER woven. Every 
operation controlled by us. 
Standard widths, six inch steps, 
12 to 48 in. 50 and 100 lineal 
ft. rolls. 


Ask Your Jobber. 




























More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 
tised. Excellent profit. Big 
repeats. 10c a doz. Two 
gross (24 cartons) in full 
color display container. 


‘cTokeo} om aile Goria diyy-ta5 
With the BIG handy lip 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 





















gr 1 SeeinG Is Buytng 


This assortment of three pairs of the 
best selling sizes of STAR Heel Plates on 
CARDS is doubling and trebling sales— 
Seeing is Buying. 

















STAR Heel Plates have been the “Pioneer 
Brand” for over 25 years. Made of best 
material, also larger and heavier than 
others. 





Packed one — —_ be eo 
Good profit. So y leadin lobbers. 
Ask _ Card Assortment No. Ba. Send 
for SAMPLES and trade-prices. 





STAR HEEL PLATE CO. 
357-391 Wilson Ave. Newark, N. J. 





























BERG’S SWEDISH PLIERS 
Will stand the test of hard usage © 





Combinations 
End Cutters 


Diagonals 
Linemen’s 


Made from special analysis Swedish Charcoal Steel. 
Faultlessly hardened and tempered 
by expert workmen. 
Satisfy your discriminating customers with a Genuine 
Berg Plier and acquire for yourself repeat sales. Moe’s Big Line of Poultry Equipment. 





Moe’s Five Foot Wire Guard Feeder. Furnished with 
or without stand. One of.the many popular items in 


Complete stocks, all patterns and sizes. Write for new 72-page Catalog and Prices. 


SANDVIK SAW & TOOL CORPORATION HoEFT & COMPANY 


109 Lafayette Street 740 North Washington Ave. ‘ a 
New York, N. Y. Minneapolis, Minn. 2305 Davis St. North Chicago, Tl. 


























Easy to Clean Windows | —-p@ ge 


STORM SASH OPEN AT WILL T 
Allith 


With Phenix Hangers and Fasteners ] Sig f 
ROLLING LADDERS 




























sash readily open outward. Windows = 2 
can be easily cleaned and rooms given 





fresh air as often as desired. Show -e-7 IN 

your customers the Phenix line. It HLA ry like Allith hangers—are always on the 
sells without argument. Those who Hw oN y track. They speed up sales by reducing 
use Phenix hardware for their storm //}}//7 — Uy — Se no — “oo T are 
windows and doors recommend it un- ZA le feud, Your pest dard oil bring prices 
qualifiedly. and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 


PHENIX MFG. CO. z 
1132 E. Center St., Milwaukee, Wis. [fa \ 


V, 




















SILVER LAKE 


SASH CORD in 
TUBEHANKS & SELF-DISPLAY CARTON 


NOW the foremost sash cord offers outstanding sales-clinching fea- 
tures. New Tubehanks eliminate all spiral snarls . . . new telescope, 
self-display carton stimulates sales. Write for details of this BIG idea. 


SILVER LAKE COMPANY... . NEWTONVILLE, MASS. 
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INDEX TO ADVERTISERS 




















THE ADVERTISERS INDEX is published as + convenience and not as a part of the advertising contract. Every 


No allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 
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Wood 
crews 


Rivets 
Roofing Nails 
Scratch Brush Wire 









THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 




















Th’ “Hivinly” Hod— fe aa 


—"An’ th’ good 
father has always 
told me, that they'll 
be givin’ me a harp 
whin Oi go to 
Hivin’ an’ Oi'll sit 
an’ play sweet 
music all the day— 


But, O’im av the opinion, an’ begorrah, it will 
plaze me better, that phwat they'll be after givin’ 
ould Pat will be anither hod—a golden wan, sit 
with di’monds—that’l! carry a da-cent load with- 
out la’kin’ all over a gintlemin’s shoul-dher.” 








NEVER DRIP STEEL MORTAR HODS 


Cannot leak. Made entirely of steel with wooden 
shoulder saddle and handle. Edges reinforced— 
fork pressed from heavy gauge steel. 
only 11 Ibs. 


Weight 


Get a stock in. They 
sell easily with an 
excellent profit. 
Write today for 
prices. 





The Cleveland Wire Spring Co. 
CLEVELAND, OHIO 


(RST nen ean met RS TS CSTR 
14 


‘Kimball 








HAND POWER ELEVATORS 





















Fast and Safe 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevator is not feasible 
— comes sawed, drilled, 
fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 


Hand Power 
Light Electrics 
Push Button 
and All Types of 
Electric 
Elevator Sr 
Machines aoe Ih) Very 








WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


« 1205-19 Ninth St. Council Bluffs, Ia. 
4AA 





Stock 


and Profit with 


UALITY 
Products 


a le we 
bx. EGB1 {GB4 Fé 
LOOK FOR THE “G«B” LABEL - - YOUR PROTECTION AGAINST SUBSTITUTION 


ate, 


peopl engl apy age hee pay: money ghey | 
and SERVICE which have established the name of “G &B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America's Oldest Woven Wire Factory- Manufacturers 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York Chy Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 


ay Continued preference with experienced buyers everywhere, and the increasing 





HARDWARE AGE 








NEW... 
YALE PADLOCKS 


.... the finest values you can offer 


You can meet any competition with a Yale Padlock. That means that you can 
meet it with a better padlock—and one that your customer will readily and 
confidently accept. Here are four Yale padlocks that will bring profits to Yale 
merchants in every community. Note the values they enable you to offer. 


A NEW YALE 
PIN TUMBLER PADLOCK 
to retail at only 75¢ 


YALE PADLOCK No. 783—Has the famous Yale Pin 
Tumbler mechanism, with hardened steel shackle; ail heavy 
chromium plated and highly buffed. 

Suggested retail price . . . . T5¢ 


Here, indeed, is the greatest padlock value ever pro- 
duced; a Yale-made, Yale-marked Padlock with the 
famous Yale Pin Tumbler mechanism, case of heavy 
die-cast metal and shackle of hardened steel, beauti- 
fully finished—the utmost in security at such astound- 
ingly low cost. 


NEW FINISHES MAKE POSSIBLE THESE REDUCED PRICES 


























Price reductions on some of the most popular numbers in the Yale line of 
padlocks result in values that will bring the padlock business in every 
community to alert Yale merchants. Yale Padlock No. 713 is today the 
country’s fastest selling padlock. To make it possible for merchants to re- 
tail this padlock in the 50c and 60c price groups, we are now furnishing it 
in two new finishes—one a heavy cadmium plate, dull silver finish (No. 
713 CM) and the other a black rubber lacquer finish, known as No. 713]. 


YALE PADLOCK YALE PADLOCK 
No. 713CM No. 713J 

Disc Tumbler Mechan- Disc Tumbler Mechan- 
ism. Heavy cadmium iggy Black rubber lac- 

lated, dull silver finish. quer finish. Suggested | 
Bagyerued retail price retail price . . 5O¢ | 

. 6 * 4) aoee 

YALE PADLOCK 


No. 143 
Disc Tumbler Mechan- 
ism. Nothing could be 
stronger than its case, 
made of a solid block 
of steel—size 1'4 inch. 
Suggested retail price 
a ee Se 
No. 144—1% inch case, sug- 
gested retail price . . . 50¢ 


THE YALE & TOWNE MFG. CO. 


These padlocks are che: Sovak with 13, in. in- STAMFORD, CONNECTICUT, U. S. A. 
side shackle clearance. Nos. 3783, 3713CM, 3713J. 
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ESTABLISHED 1284; 
OvVUIS, 


olors as shown, suitable for framing. 


HARDWARE AGE 








